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You 
Can Sell 


The kind of rope a steeplejack depends 
upon is certainly safe rope to sell your 
trade: Here’s what a prominent Pennsyl- ° 
vania steeplejack writes about Columbian 
Tape-Marked Rope: 


“There is none better. One no- 
table feature about your product 
is that it can hang out in the 
rain till it’s soaked and when 
dry again, it’s just the same as 
before. It doesn’t stretch or 
kink and that is a very import- 
ant item to a fellow who trusts 
his life to a piece of rope.” 


Trust your rope sales to Colum- 
bian, the waterproofed rope that 
is guaranteed. 


Columbian Rope Company 
352-80 Genesee Street 
Auburn, “The Cordage City,” N. Y. 
= Branches :— 


New York Chicago 
Boston New Orleans 






















TAPE MARKED 
PURE MANILA 
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THE SYMBOL OF QUALITY IN CHAIN 
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A GOOD NAME 
FOR A GOOD PRODUCT 


ACCO EL-WEL CHAIN 


A popular hardware item, because of its 

smooth, perfect links — electrically welded for 

strength — compact and useful for hundreds of 
purposes. 

Carry a good assortment of sizes. 

Check your stock and order now for 


summer requirements. 


f ACCO 
Y CHAIN SPECIALTIES 


Coil Chain, Welded Plumber and Safety 
and Weldless Chain 

Steel Loading Chain Well Chain 

Log or Binding Chains Trace Chains 

Porch Swing Chains Heel and Butt Chains 

Hammock Chains Breast and Halter 

Sash Chain Chains 

Dog Chains Repair and Lap Links 

Wagon Chains Hooks, Cold Shuts, ete, 
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THE SPORTSMAN—The Skeeters’ Favorite—12, 16, 20 


SPECIFICATIONS: 
safety; 26” barrel, improved cylinder. For other kinds of shooting a vari- 
ety of chokes and lengths of barrel are furnished. Top of receiver matted 
and handsomely decorated. American Walnut pistol grip stock and fore- 
end; both finely hand checkered. Barrel and receiver in rich, glossy black 
Stock dimensions, 14” long, 22” drop at heel, 154” at comb. 





Gauges. 
Take down, hammerless, solid breech; cross bolt 


Weight, 20 gauge, about 612 Ibs.; 16 gauge, about 7 Ibs.; 12 gauge, about 


7% Ibs. 


WHAT KIND OF GUN FOR SKEET? 


The sport of skeet shooting is spreading so 
rapidly that all hardware dealers and their sales- 
men would do well to learn something about it. It 
won’t pay to wait until a Skeet club has been 
organized with the aid of some other dealer. Get 
ready for the extra business that will come to you 
when your shooter-customers take up Skeet. Bet- 
ter still, try to interest them in it now. Gain the 
credit for introducing them to this fascinating 
sport and you will gain the profits too. The 
establishment of a Skeet club always means the 
sale of a lot of new guns as well as increased 
business in loaded shells. 

Guns for Skeet are becoming standardized. 
Most Skeet shooters want a short barrelled, fast- 


swinging gun. They prefer a gun that weighs 
from 612 to 734 Ibs. A good Skeet shot breaks 
his targets from 512 yards to a maximum of 25 
yards, depending upon the station. Therefore, 
in 12 gauge the popular choice is 26” barrel, 
improved cylinder. Those who want lighter weight 
turn to 16 or 20 gauge, also with 26” barrel and 
improved cylinder. The Remington Sportsman 
model comes nearest to being the standard gun 
for Skeet, and is so rated by leading Skeet shots. 
Remember this in talking about guns for Skeet. 

Let us send you a booklet describing this 
sport. It contains information that will be valu- 
able to you in starting a local club. 


Remington, 


SHOOTING PROMOTION DIVISION 


REMINGTON ARMS COMPANY, INC.; BRIDGEPORT, CONN. 
ORIGINATORS OF KLEANBORE AMMUNITION 
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WRIAGER 


—which makes obsolete all other meth- 
ods of removing water from clothes 


OW the rolling pressure method, of removing water from 
clothes, always recognized as being best, has been made 
REALLY SAFE! And every Dealer who has ever sold a washing 
machine, will recognize the tremendous importance of this new 
ie Ghee 0s teen Sibir eather Voss development, both to the customer, and to himself as a 
pull), on either side of the wringer, in- VOSS Dealer. 


stantly releases tension on rolls. . 

. To the customer, it means a degree of safety during operation, never 
before even approached .. . the wringer is surrounded with a safety- 
guard which virtually makes a wringer accident impossible. 

To the dealer, it means a sales feature that will clinch sale after sale 
when in competition with other washers. 


An Exclusive Voss Feature 


The new Safety-Guard Wringer is a Voss development. It will be an exclusive 
VOSS feature ... and will be NATIONALLY advertised as such in the leading 
women’s publications. 

The pictures tell only a few of the advantages of the VOSS Safety-Guard Wringer. 
In the old type wringers, 75 lbs. pressure is required to release the tension when the. 
rolls are spread an inch apart due to bunched clothes. In the VOSS, under like 
condition, only 7 Ibs. pressure is required ... merely finger-tip pressure! Where the 
old style release is awkward to reach from some positions, the VOSS is immediately 
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et ae eee oo get pues at hand from front or back. And there are no “dead spots” as on the old 
e-em céties ba @uatnet ais tae type release . . . a’/slight pressure on any portion of the guard releases the tension. 
The new Voss is easy to re-assemble after release, and of such simple construction 
as to make it virtually trouble-proof. 





safety-guard. 
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If apron, tie or other part of operator’s The safety-guard permits ample room for Easy to re ble after tensi has 
apparel gets caught, the safety-guard correct wringing of all pieces. But should been released. Simply unscrew the ten- 
acts when the body strikes it. clothes become dangerously “wadded”, sion screw and push the top of the frame 


they will trip the safety-guard, thus pro- down, as illustrated. z 
tecting the wringer from injury. a 
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The New VOSS Safety-Guard Wringer 


—will be standard equipment on 
these two popular VOSS models 


NO ADVANCE 
IN PRICE! 


The introduction of the new Voss wringer will have 
the same sensational effect on VOSS sales as did the 
announcement of the famous Model E-59 last year, 
' when VOSS Dealers tripled their sales of the best 


previous year. 


Think of it! . . . the VOSS, selling at popular low 
prices, now offers three major improvements to be 
had in no other washer regardless of price . . . the 
EXCLUSIVE hand-washing method . . . the EX- 
CLUSIVE corrugated porcelain tub . . . and the 
EXCLUSIVE Safety-Guard Wringer. 


Write Today For Details On How To 
Secure The Valuable VOSS Franchise. 
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e > AMERICAS FIRST AU- 


celain WASHER 
MODEL E-69 $ 95 iis 
with aay 
SAFETY GUARD 
WRINGER RETAIL 
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SPECIAL 
OFFER ON 
Eveready’s 
Summer Sales 


Campaign y 


LASHLIGHTS 
BATTERIES 





This “Boy and Dog” display is 43” wide by 36” high. Litho- 
graphed in full color. You will want to. preserve it and use 
it over and over again. It will never lose its appeal — it will 
never fail to attract attention and warm comment. Its sub- 


T he E V E R E A PD Y jedtennntien titien'e ape 


1932 vacation sales campaign 
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will mean’ business for you 


...if you use it! 
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JUST fill in the cqupon below, and mail it now. 
Without obligation on your part, full details 
of the sales plan will be presented to you. 
The plan provides you with: 


1. WINDOW DISPLAY shown and described on 
the opposite page. (Further details of the 
display piece are given in the box below.) 
This display is doubly effective. It presents 
the product attractively, and it gives two rea- 


sons for customers to come into your store. 


2. SUPPLY OF REPRODUCTIONS in full 
color of the “Boy and Dog” picture to be 
given away free, to your customers, with 
purchases of Eveready Flashlights or Eveready 
Flashlight Batteries. 


3. NATIONAL ADVERTISING—your store will 
be identified with a magazine campaign in 
mass-circulation periodicals, including The 
Saturday Evening Post of July 2nd, which will 
feature a full-page, full-color reproduction of 
the “Boy and Dog” painting. 

The Vacation Sales Campaign idea has been 
tested and perfected by National Carbon Com- 
pany over a period of years. Dealers who have 
joined in these campaigns in the past know 
how well the plan works out in practice. Mail 


the coupon today! 


Remember: 
VACATION DAYS ARE FLASHLIGHT NIGHTS 
and “FLASHLIGHT”? means “EVEREADY ”’ 














. ? 
on Vacation * | 
_ Youll need | 
on EVEREADY | 











Extra “a 
BATTERIES too: | 
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The coupon will bring you complete informa- 


tion about this handsome, heart-tugging win- 
dow piece, which also includes two extra side 
cards as shown above. One card offers your 
customers a copy of the “Boy and Dog” paint- 
ing for framing. The other one is on Vacation 
and Eveready Flashlights. This display set is 
valued at $5.00, without merchandise. You may 
have a set free! The main piece can be used 


independently of the two extra cards. 














Mail this coupon 


NE 


General Offices: New York, N. Y. 


Branches: Chicago KansasCity New York 
San Francisco 


NATIONAL CARBON COMPANY, Inc. 
¢ 


Unit of CC and Carbon 
Union Carbide Corporation 
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NATIONAL CARBON COMPANY, Inc., Dept. HA-5 
30 East 42nd St,, New York, N, Y, 


1 am interested in the Eveready Flashlight Vacation proposition — 


the window piece —and the reproductions of the painting for my custom: 
ers as outlined in this advertisement. Please let me have further details. 


Name 





Addr 





My jobber is 
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ADVISORY COUNCIL DONS APRONS AND TESTS BURNERS 


Four-day meeting in Cleveland results in 
1932 score card for oil stove buyers... also 
choice of High-Power Perfections, “ideal 
for six million rural homes.” 


E sixteen capable women who gave their 
time to serve as our Advisory Council have 

a combined cooking experience of 461 years... 
a fact that makes their endorsement of High: 
Power performance of vital interest to dealers. 


For four days, these farm leaders worked with 
us. They gave High-Power burners the most 
difficult cooking tests... omelet, broiled 
steak, biscuit, top-stove hoe cake, waterless 
cooking, and dozens of other tests... then 
they wrote their reports. 


PERFECTION 222% 


HARDWARE AGE 





Millions of advertising messages, many fulli- 
page and two-page size, are telling High-Power 
superiorities in the words of these practical 
farm women. General magazines, national 
and state and sectional farm publications 
carry the news of the Council meeting and 
feature the 1932 stove buyers’ score card. 


Women everywhere will be asking to see the 
new High-Power Perfections selected as “First 
Choice” range with built-in oven and “First 
Choice” flat-top stove. Be prepared with ade- 
quate stocks of High-Power stoves and ranges, 
especially the two models selected by the 
Advisory Council. 
Perfection-made stoves and ranges 


are sold only through retail dealers, 
not through mail order houses. 


PERFECTION STOVE COMPANY 
7639-M Platt Avenue « Cleveland, Ohio 
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| SELECT 1932 o1L STOVE 





| HighPowe, 









1932 PERFECTION ADVISORY COUNCIL OF 
LEADING FARM HOMEMAKERS 





No.R-619, the Ad 
visory Council’s 
“First Choice” 
Range with built- 
inoven.FiveHigh- 
Power burners. 
Ivory and black 
(with pastel 
green, R-609). 
a 
No. 504 with cabi- 


net, selected as 
“First Choice” for 
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separate oven. 
Four High-Power 
burners. Pastel 
green and black. 
























STOVES 
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nv FOR 


EXTRA PROFIT 


Thousands of dealers have used 
our tested sales plans. Final 
reports from 1931 dealer mer- 
chandising campaigns show 
sales gains averaging 76%. 


Act today. Send now for com- 
plete 1932 High-Power Sales 
Plan. The earlier you start, the 
more money you can moke. 
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e e e e THE LEADING 
HOUSE FURNISHING 
DEPARTMENTS FEATURE 


Nesco Garden Girl 
Japanned Ware « « 


BECAUSE a Quality merchandise recognized 


by buying public. «« « Beautiful 
lasting colors. ««« Dainty, attractive design. ««« Dura- 
ble, washable finish. ««« Profits fully assured — not price 
merchandise — yet a fine repeat sales line. 


GET WOMEN COMING 
TO YOUR DEPARTMENT 


A table display arranged so that each color is by itself 
with a full representation of items makes a most attracting 
display. ««« It is THE BRIGHT SPOT of the House 
Furnishing Department. ««« The reputation for such dis- 
plays will bring women to your store for quality merchan- 
dise. ««« Ask your jobber for information and prices. 


IES. 


National Enameling & Stamping Company, Inc. 
270 NO. TWELFTH STREET MILWAUKEE, WISCONSIN 


Ask for Catalog No. 55. Pages 107 to 128 show in colors the beautiful Nesco Japan- 
ned lines. « « « Other complete lines of Nescoware therein will be of interest to you. 








ae 
Pid 





GARDEN GIRL 
JAPANNED WARE 
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Garage Doors give exceptional service 
—when equipped with this hardware! 


— of the type or the cost of a garage—whether 


it be a modest structure or a more pretentious building— 
its serviceability centers upon the manipulation of its doors. 


National 


Trolley Garage Door Sets 


are designed with this idea in mind— 
and with the important part hardware 
plays in producing smooth door action. 
They operate on steel roller bearings; 
friction is eliminated. 


The Nos. 812 and 813 Trolley Garage 
Sets and the popular Nos. 815 and 
816 Sets are of the three-door type, 
with most of the hardware mounted - 
inside of the garage. The Nos. 817A 
and 817B Trolley Garage Sets serve two 


doors effectively. 








National A profitable business on 
makes hardware to this style of hardware is 


serve every building , , ; 
suendiinn, woiishine being enjoyed by National 
line. The items be- dealers. Why not be one 


low are all big sellers: of them? 


SLIDING DOOR HANGERS 
SLIDING DOOR RAIL 


GARAGE HARDWARE % * “ 
DOOR LATCHES National hardware is sold direct 


SCREEN HARDWARE to the retail dealer—a policy 
STRAP AND TEE HINGES that promotes quality, service 
HALF SURFACE BUTTS and direct selling cooperation. 
MORTISE BUTTS 
ORNAMENTAL HINGES 











Nos. 812 and 813 Trolley Garage Sets 


Nos. 815 and 816 Three-Door Trolley Sets 


ae 


Nos. 817A and 817B Trolley Garage Sets 


“sastvocxs = F)~ NATIONAL MANUFACTURING COMPANY 


SASH LIFTS 
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STERLING 


ILLINOIS 





AMERICAN 


KAM PKOOK 


What are you going to sell this year, the genuine American 
Kampkook, or just a camp stove? Read these 
facts before you decide: 


KAMPKOOK is the only gasoline camp 
stove with a removable fuel tank. 
Think what a whale of a sales argument 
this is for convenience and safety in fill- 
ing. When the tank burns dry it is 
quickly removed and carried away from 
the hot stove to the fuel supply. Neither 
the stove nor the cooking utensils are 
disturbed. There’s no chance of spill- 
ing gasoline on the stove or around it. 
This feature is fully protected by pat- 
ents and cannot be obtained in any 
other camp stove. 


KAMPKOOK is the original folding 
camp stove and has been first with every 
improvement. First with instant light- 
ing. First with a wind-proof, non- 
clogging burner. First with a built-in 
air pump. The new 1932 KAMP- 


KOOKS are finer than ever—and they 
are selling at the lowest prices in his- 
tory! 

KAMPKOOK is nationally advertised 
— year after year—to the -millions. 
Quality and dominant advertising have 
fixed the name KAMPKOOK in 
the minds of outdoor lovers every where. 
Haven’t you noticed that most custom- 
ers who are looking for a camp stove 
ask about a ‘“KAMPKOOK’’? Why 
not sell them what they ask for? It’s 
an easy thing to do with KAMPKOOK 
prices the lowest they have been since 
1911 when the first KAMPKOOK was 
built. 

Write to us or to your jobber for prices 
and full information on the KAMP- 
KOOK lineup for the 1932 season. 


AMERICAN GAS MACHINE COMPANY, Inc. 


General Offices and Factories: ALBERT LEA, MINN. 
Branches: 360 Furman St., Brooklyn, N. Y. 4242 Hollis St., Oakland, Calif. 
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Consider the Fly 


Even now the flies and mosquitoes are marshall- 
ing their squadrons for their summer campaigns. 
Soon they will be abroad in the land inspecting 
your townspeople’s screen equipment and selling 
them on the necessity for repairs and replace- 
ments. 


Are you ready to profit fully from the coopera- 
tion of the insect hordes? Be prepared with a 
good stock of the popular 





Window Screens and Doors 


which meet every requirement and are easy to sell 
because the best known and most satisfactory for 
nearly 30 years. Made of highest grade wire cloth. 
thoroughly seasoned kiln dried lumber, mortised 
and tenoned joints, varnish as nearly waterproof 
as possible to make it, and every wire in the cloth 
securely fastened into a groove in the frame by a 
process which prevents sagging or pulling out. 
The wire cloth in every Continental frame is 
stretched drumhead tight by a special method. 
They’re profitable sellers. So are 


CONTINENTAL 


Combination Screen and Storm Doors 


which sell the year ’round. Either storm panel or 
screen panel can be quickly inserted or removed with- 
out carpenter work or taking door down. A screw 
driver does the job. 

In selling the Continental line you have the backing 
and cooperation of the world’s largest manufacturer 
of Window Screens, Screen Doors and Combination 
Doors. 





Order from Your Jobber 


Keep Your Stock Complete 








CONTINENTAL SCREEN CO. 


Michigan 
"VWVVVVIVVVVV VX 
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Detroit 
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Continental Window Screen 





Continental Screen Door 











Storm Panel 

IN WINTER 

Keeps out Cold 
Saves Fuel 


Screen Panel 
IN SUMMER 
Keeps out Flies 
Conserves Health 


Combination Screen and Storm Door 
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THE NEW 


CARBORUNDUM 


REG. U.S. PAT. OFF. 


BRAND 


No. 66 KNIFE SHARPENER 


FOR STAINLESS STEEL 




















ANDY, convenient—specially designed for sharpening stainless steel knives 
without marring or scratching the finish of the blade. 
—And just as effective on all household knives. 
The No. 66 is used as a file— : 





The flat surfaces with the bevel center brings it in contact with just the 
knife edge—giving a keen, smooth edge in a twinkling. 

Requires far less skill in use than the ordinary sharpener. 

It’s a household sharpener milady has been waiting for. 

Furnished with durable wood handles in blue, yellow or green—put up in 
attractive individual cartons or one dozen in display rack. 


. THE RETAIL PRICE—40 CENTS IN U.S.A. . . . Order from your Jobber or Direct . 


THE CARBORUNDUM COMPANY . Niagara Falls, N. Y. 


Canadian Carborundum Co.,Ltd., Niagara Falls, Ont. 
Sales Offices and Warehouses in New York, Chicago, Boston, Philadelphia, Cleveland, Detroit, Cincinnati, Pittsburgh, Milwaukee, Grand Rapids, Toronto, Ont. 


( carsorunoum 1S A REGISTERED TRADE MARK OF THE CARBORUNDOUM company ) 
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Featured this month in 
Pyrex Ovenware national 
advertising, the popular 
Pyrex Casserole sure to 
reach new selling heights 


OU know how the Pyrex Brand 

Casserole sells! For years it’s 
been a leading sales maker of the 
Pyrex Ovenware line . . . the favor- 
ite casserole of thousands of house- 
wives all over the land. 

Now — this month — you can 
do peak business in this fast-selling 
oven dish. For it’s the May feature 
of Pyrex Ovenware advertising in 
the big national magazines. 


MAY 26, 1932 








Literally millions of women make 
a practice of reading Pyrex Oven- 
ware advertisements in their favor- 
ite magazines. Featuring a different 
member of the Pyrex Ovenware 
family every month, these adver- 
tisements tell the reader how Pyrex 
Ovenware saves them trouble, time 
and money. And they do it in an 
interesting woman-to-woman way 
that convinces. 

This month the big Pyrex Oven- 
ware news to women is the Pyrex 
Casserole. It’s being featured in 


Woman’s Home Companion, Delin- 
eator, Better Homes & Gardens and 
Good Housekeeping. 

Turn the tremendous selling force 
of these nationally read magazines 
into dollars for yourself by making 
a timely display of the Pyrex Cas- 
serole. For a little window space 
featuring the casserole you can cash 
in many times over. 


“PYREX" is the registered trade-mark of Corning 
Glass Works and indicates their brand of resistant 
glass. Prices slightly higher in the West and Canada. 


PYREX casserole 


CORNING GLASS WORKS - - 


° a e 


CORNING, NEW YORK 
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ONE UNVARYING QUALITY _ | FUALITY 
ASSURES STEADY SALE ZINC INSULATED FENCES 
AND PROFIT....... oe 


ERE is a line of Wire Products that you can profitably mer- BARBED WIRE 
chandise to your trade. Every item in this list is made to one 
exacting high standard. Backed by aggressive advertising that is NAILS. TACKS. STAPLES 
national in scope and both local and national in influence, : : 
American Quality Wire Products are widely known and readily 
accepted as value leaders that bring repeat orders. 


POULTRY NETTING 


© WIRE CLOTHES LINES 

American Steel & Wire Company dealers enjoy the advan- 
tages of a complete line of Wire Products. Thus one source of 

buying reduces your investment—and higher quality assures POULTRY FENCE 


steady and consistent profit. 
Brcel GATES 


® 

If you are not at present handling Zinc Insulated Fencing, or PERFECTION DOOR ano GATE SPRINGS 

our Steel Fence Posts or other items—then write for complete 
information. A real profit opportunity awaits you. WIRE OF ALL KINDS 


AMERICAN STEEL & WIRE COMPANY 


208 South La Salle Street, Chicago i) And All Principal Cities 
Pacific Coast Distributors: Columbia Steel Company, Russ Bldg., San Francisco 
Export Distributors: United States Steel Products Company, New York 
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with the 


inent sales executive 
when he learned that Hardware 
Age, beginning with the May 12th 
issue, would become a fortnightly. 
Similar expressions from all parts 
of the country confirm the wisdom. 
of this latest step in keeping Hard- 
ware Age on a plane where it can 
render maximum service to the 
readers who pay for it, and the 
manufacturers who find its readers 
their key customers and prospects. 


GAID a nationally prom- 


Fortnightly issue will make possible 
a larger, more interesting and more 
valuable publication. Advertisers, 
too, praise the change. Continuity 
and repetition, issue after issue with 
increased attention value is now 
possible with twenty-six time sched- 
ules—a welcome economy in these 
days when every cent must count. 


Watch Hardware Age! In good 
times or bad you will find it the 
leader in news, editorial content 
(the kind major retailers want 
enough to pay for), and as an 
advertising medium. 











Hardware Age is in tune with the times 








HARDWARE 


UNITED BUSINESS PUBLISHERS, Inc. 


METAL TRADES TEXTILE 


Publishers of 
JEWELRY AND OPTICAL 


The Iron Age Dry Goods Economist The Jewelers’ Circular 
Economist Buyers Directory The Optical Journal 


HARDWARE TRADE Nugents’ Directory The Jewelers’ Circular Buyers’ 
Hardware Age Chicago Where-to-Buy Book Directory 
Hard iis Rita Hart Retail Publications 
aréware “Age Vatalog Economist Retail Services TOYS 
Hardware Age Verified List Toy World 
INSURANCE 
Boot and Shoe Recorder Spectator Insurance Books Distribution and Warehousing 
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AGE 


239 W. 39th Street, New York City 


AUTOMOTIVE 

Automotive Industries 

Automobile Trade Journal 

Motor World Wholesale 

The Commercial Car Journal 
Automotive Industrial Red Book 
Chilton Automotive Multi-Guide 
Chilton Aero Directory and Catalog 
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MEETING 











The farmer today is intensively 
alive to the need of keeping his 
machinery in good repair; of do- 
ing all farm maintenance work at 
the lowest possible cost. 


Nicholson File Advertising meets 
the farmer on his own ground, 
pointing out the fact that there 
are Nicholson Files for all types 
of farm maintenance work; show- 
ing him the right types of files. 


This advertising — meeting the 
farmer on his own ground — is 
bringing about hundreds of pro- 
fitable meetings between farmers 
and hardware dealers — for all 
Nicholson farm paper advertis- 
ing mentions the hardware store. 


At Your Jobber’s 


NICHOLSON FILE CO. 
Providence, R.1.,U.S.A. 





OLS, 
sssy 
OSA. 


(TRADE MARK) 


A FILE FOR 
EVERY PURPOSE 


THE FARMER 








Shaped — 
for every filing job 





be a MICHOLEOR FALE COMPANY 
Proreeenat Bie & A, 


‘ ; 
A FILE FOR EVERY PURPOSE 




















NICHOLSON FILES. 





Prwiamnes. RRR 


‘ eee 
A FILE FOR EVERY PURPOSE 








will fit into the filing work. | | 











«! ae w 
‘\ A PILE FOR EVERY PURPOSE 


Get them ready for action 
with NICHOLSON FILES & 
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of Standardized Mechanical Rubber Goods 


The Boston Line of Garden Hose 
A Standard Brand for Every Need 









Good Luck Hose Washers sell for 
10c. a package, showing you a 
splendid profit. Two gross (24 
cartons) in display container as 
shown 











Frans 








The most imitated nozzle on 
the market. Never equalled in 
quality. Each nozzle packed 
in a separate carton. 12 car- 
tons in full color lithographed 
display package. The fastest 
selling nozzle in the world. 
















Known everywhere by 
name and recognized as 
the standard friction tape 
of the country. Nation- 
ally advertised. In 1, 2, 
4 and 8 ounce rolls; in 
full color cartons all 
packed in handsome full 
color display containers. 












BOSTON WOVEN HOSE & RUBBER CO. 


Makers of Quality Rubber Goods for Fifty Years 
Works: Cambridge, Massachusetts Postal Address Box 5077, Boston, Massachusetts 
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Black Painted 
_ American Galvanoid 


American Bronze. 
(in bright or dark finish) 
American 
Hard Copper 


_ AMERICAN BRAND 


...made in America 
by American workmen 


The Box 
protects the stock 


Gold Strand Insect Screen Cloth, Clinton Nettings 
and Hardware Cloths are truly American products 
. . » The one hundred foot tape measuring feet 
and inches rolled with the screen cloth and the 
strong container are answers to the demands for 
progress of American merchandising. No more 
partly used rolls, the contents of which is a mys- 
tery. No more soiled and damaged screen cloth on 
the shelves. And this product has all the American 
ideals of quality . . . perfect weaving, full gauged 
wire made to United States Bureau of Standards 


GOLD - 


STRAND 


with the GOLD STRAND measuring tape 


Patent applied for 


specifications. Check your stock today. Insist upon 
Gold Strand now. Should your own local jobber 
be unable to supply you, advise us and we will 
have a jobber near you supply American made 
products . . . without delay. 

beeen 
AMERICAN: WIRE FABRICS CORPORATION 
Subsidiary of Wickwire Spencer Steel Co., 41 East 42nd St., 
New York City; Buffalo; Chicago; Tulsa; Worcester; 
Pacific Coast Headquarters: San Francisco; 
Warehouses: Los Angeles; Portland, Seattle; 
Export Sales Department: New York City 


Ask your jobber’s salesman 
for a supply of these busi- 
ness-getting little books. He 
will gladly give them to you 


INSECT SCREEN CLOTH 


For the HARDWARE TRADE—Clinton Hex Mesh Poultry Netting —Clinton Straight-line Poultry Netting — 
Clinton Hardware Cloth—Perfection Door Springs—Wissco Clothes Lines—Nails and Brads—lInsect Screen Cloth 


20 


HARDWARE AGE 














MAY 26, 


1932 


| New Westinghouse 
Duster-C leaner 


sells everywhere... large homes 
small homes... apartments 


Here’s an amazing new Westinghouse development... the new West- 
inghouse Duster Cleaner. No other cleaner is so convenient and easy to use. 
No other cleaner performs such a complete range of household cleaning 
tasks so economically. No other cleaner offers such a sales opportunity! 

Every woman wants this new Westinghouse Duster Cleaner as soon as 
she sees it... no matter what kind of a cleaner she is now using. And the 
low price makes it easy to sell... everywhere! Sells in large and small 
homes for its extra convenience . . . in even the smallest apartments for its 


. ye” . . . 
compactness and its ability to do every cleaning job. 
Pp ; » gj 

















Featherweight extension tube Blower 
attachment 
Duster-Cleaner power unit Stiff bristle Aluminum Soft bristle dust- Radiator clean- 
'". detachable nozde brush nozzle carpet nozde = *ng attachment Ing too 








Special Introductory Offer 
until June 10th, only ... Rush Coupon 
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MYERS UNLOADERS 


MY ERS Oo. K. HAY UNLOADER In today’s competitive market, Myers 


' Hay Unloaders offer greater sales values 
a EXTRA LONG TRUCK -16" WHEEL BASE th . Only h i 
| See eeeie an an ever. Only hay unloaders of high 




















quality stand up under present harvest 
operations. That’s why so many farmers 
depend on Myers Hay Unloaders from 
year to year. Designed for speed, extra 
large capacity and light operation, they 
go through harvest after harvest remark- 
ably free from breakage or repairs. 



















ROPE or ff 
CABLE ¥ 


Se SURE LOCK 


SLING UNLOADER 

















PATENTED 
8 WHEEL FLEXIBLE ENGINE TRUCK 
This year, as always, new hay and grain unload- | ~ DOUBLE STEEL TRACK 
ing equipment will be needed. Perhaps an un- ‘. 
loader, a fork or a set of slings, some pulleys, hooks = V«< > hr KS 
or other fixtures will be required to replace old "2 M a 






units. As always, it will be wanted in a hurry. 






Prepare to meet this demand and give your cus- 
tomers prompt service. We are ready to support 
you. Myers quality—Myers performance—always 
superior, always satisfactory, offer every opportunity 
for profitable sales this harvest. 




















FOR SLINGS 
OR FORKS 










TheMYERS 
CROSS DRAFT 
SLING UNLOADER with 
__ STEEL BEARINGS 


PATENTED 


































While quality always stands out in merchandise, price 
is now equally important in the minds of many buyers. 
Myers quality supported by Myers new low prices will 
be doubly attractive this season Favorable acceptance 


18" 
‘WHEELBASE 
FOR FORKS 










OR SLINGS on the part of the farmer, increased business on your 
DOES NOT side of the ledger, is ample assurance of satisfaction on 
REQUIRE A the part of everyone concerned. 

KNOCKER. 








If you have not as yet placed your specifications for 
Myers Hay Unloading Tools, act today. We are pre- 
pared to serve you promptly. 


FE.MYERS & BRO.é¢s. 
ASHLAND, OHIO. 


urers for over Fifty Years of MYERS HONOR-BILT’PUMPS for Every 
ee EY STEMS-TIAY andGRAIN UNLOADING TOOLS - BARN FACTORY vost 
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E DOOR HANGERS- STORE LADDERS, 





RE TEMES: 


HARDWARE AGE 





Chis ROBERTSHAW 


DISPLAY fs ready for you / 





rz UP YOUR GAS RANGE SALES 
this simple, sure way. 

Write at once for the Robertshaw full 
color lithographed Display. As shown 
above, it is just the right size to place on 
a range or use in your window. 


With this Display in use, you automatically 
extend an invitation to every woman com- 
ing in or near your store to have a visual 


demonstration of Robertshaw oven control. 


It will pay you well to use this Display, 
for demonstrating the Robertshaw is the 
best way to make a woman think seriously 
about a new range. 


And that is the kind of sales strategy you 
need right now. The Display is yours for 
the asking. Just drop us a line today. 


ROBERTSHAW THERMOSTAT COMPANY 
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Look for this 

Trade Mark 

on the Saws 
you buy. 


=< — 





No. 53 “Lifetime” Saw 








=e 





No. 2 Back Saw 


STF 


EL SAWS 


> 


No. 50 Coping Saw 


ge EO 
= 7 


Junior Mechanic Saw 





WHAT ARE YOU IN BUSINESS FOR— 


FUN OR PROFIT? 


If you are selling inferior merchandise you 
are in business for fun. You are swapping 
dollars—a nerve-racking way to lose your 
hard-earned money. 


If you are in business for PROFIT the only 
way you can achieve that profit is through 
selling quality products, such as nationally 
advertised, trade-marked brands. It’s just as 
true of saws and tools as anything in your 
store. 


Satisfy your customers with first class goods 
—stock Atkins SILVER STEEL Hand Saws, 
and oy your customers know you have them 
to sell. 


The ATKINS name etched on a SILVER 
STEEL Saw means something to the user. 
Seventy-five years of manufacture, consistent 


national advertising, and the final test of any 
product,—satisfactory service—makes the 
Atkins name mean something! 


Atkins SILVER STEEL Saws are live 
sellers among carpenters, home owners, farm- 
ers and every other user of hand saws. And 
you'll never find a “wallflawer” Atkins Saw. 
They sell and stay sold. 


Spring is here. Dress up your windows—ad- 
vertise with hand bills—place inserts in your 
statements and letters—advertise in your 
local and neighborhood newspapers. In that 
way you will reap the profits you expected 
when you started in business. 


E. C. Atkins and Company would like to help 
you promote sales. Let us send you display 
material and other dealer helps that will put 
you “right” with your customers. 


Demand Atkins products from your jobber. Accept no substitute. If he cannot supply you write 
us direct and we will see that you are promptly supplied. 


 <- ATKINS AND Company 


402 So. Illinois Street a re 
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Direct light with enclos- 
ing globe fixtures gives 
high intensity illumina- 
tion which is well dif- 
fused and free of glare 
when lamps are burned 
at designed voltage and 
the installation is main- 
tained to operate at 
maximum efficiency. 


SCIENTIST can peer 
A through his microscope 

and discover the reasons 
for certain phenomena of life. 
He can view the very bedrock of 
human reactions. Similarly, by 
peering “behind the scenes” of 
a store lighting installation, one 
can see how lamps, wiring, sock- 
ets and glassware work (or per- 
haps fail to work) hand in hand 
to produce efficient and satisfac- 
tory illumination. 

In analyzing lighting require- 
ments and in studying the eco- 
nomics of operation, the method 
of lighting deserves first consid- 
eration. Any of the well-known 
systems, namely, direct, semi- 
indirect, and __ totally - indirect, 
may be employed in the lighting 
of a hardware store. With di- 
rect lighting, the majority of 
light is directed downward to- 
ward the display areas. In semi- 


* Westinghouse Lighting Engineer. 
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indirect lighting most of the 
light goes upward to be reflected 
back from the cejling. In to- 
tally-indirect illumination all of 
the light is first sent to the ceil- 
ing. 

Direct Lighting Best 


Each of the three methods has 
its talking points. Both semi-in- 
direct and totally-indirect pro- 
vide high quality illumination as 
a result of maximum diffusion 
of light with minimum of glare. 
At the same time they require 
more wattage and maintenance 
than does direct lighting, and 
consequently cost more to op- 
erate. 

Weighing the merits of the 


D. W. ATWATER* analyzes Lighting Costs 
and Efficiency in another of the series. 












three methods, direct lighting is 
the best for hardware stores. It 
is most economical in operation 
and yet gives good diffusion of 
light with practically no glare. 

Opal glass enclosing globes 
since they diffuse the light well, 
are the most popular style of fix- 
ture for direct lighting. If the 
size of this fixture is correct in 
relation to lamp wattage, globe 
brightness remains at a mini- 
mum, and at no time is glare so 
objectionable that it disturbs the 
vision of customers in the store. 
Efficient equipment is now read- 
ily available. An authoritative 
guide in the selection of globe 
sizes is contained in the follow- 
ing table: 
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Recommended Sizes for En- 
closing Globes 


Lamp Size Globe Diameter 
(Watts) (Inches) 
100-150 12 
150-200 14 
200-300 16 
300-500 18 


The semi-indirect lighting en- 
closing globe is a modification 
of the direct enclosing unit. Its 
shape is identical except that the 
top surface may either be clear 


Enclosing globes of opal giass, 
available in a variety of shapes 
and sizes, are popular fixtures 
for direct lighting systems. 


or slightly frosted. Most of the 
light then passes to the ceiling 
and is reflected as indirect illu- 
mination. These units, like the 
common types of _ enclosing 
globes, are easily maintained. 


Analyzing Lighting Costs 


Since the merchant is always 
interested in getting the most for 
his money, a thorough knowl- 
edge of installation and operat- 
ing costs is most essential. If a 
new lighting system is being in- 
stalled, what part of the old sys- 
tem can be salvaged? What fea- 
tures of the new design will af- 
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SOCKET VOLTAGE IN PERCENT OF LABELED LAMP VOLTAGE 


Under voltage operation of in- 
eandescent lamps results’ in 
minor wattage savings which are 
more than offset by the tremen- 
dous decreases in light output. 


fect one way or the other the 
operating costs over a long pe- 
riod? The best way to assure 
against unsatisfactory results in 
the future is to take stock now 
and make an analysis of all 
lighting costs. 

Installation cost, the first in 
new lighting, is divided in three 
ways, namely, for fixtures, for 
wiring, and for lamps. In per- 
centage of the lighting dollar, 
the fixture calls for approxi- 


£|Under the Microscope 


ry 


mately 66 per cent, the wiring 
26 and the lamp 8 per cent. 
These based on the 
average throughout the country 
and although they will vary up 
and down according to local 
rates, they are close enough to 
serve as a working basis in mak. 
ing an estimate of lighting costs. 
Computed per outlet they are: 


costs are 


Lighting Costs Per Outlet for 
300 Watt Lamp 


Installation Cost 


Wiring $ 4.00 
Fixtures (list price) 10.00 
1.25 


Lamp (list price) . 


Total 
Operating Costs Per Year* 
Current Cost @ 5 


cents per Kw. hour 


for 2100 hours .. .$31.50 





Unavoidable ac- 
cumulations of 








dust and dirt 
seriously im- 
pairing operat- 
ing efficiency of 





any lighting sys- 
tem. 














ILLUMINATION ON WORK IN FOOT -CANDLES 




















Lamps (subject to 
discount) 2.1 per 
EY Seep dik Ga 6 oe 2.62 
Interest on invest- 
ment @ 6% ..... 84 
Depreciation at 
Se 1.75 
ree .30 
MN ee wack $37.01 
e Operating cost per month per outlet is $3.08 
(Continued on page 62) 
a INITIAL ILLUMINATION 13.4 FOOT-CANDOLES 
13 a 
iSiige 17.2% REDUCTION IN 
12 ie 4 WEEKS =< 
ee Pigs ‘ 
i | 
= USEFUL LIGHT LOST AFTER 4 WEEKS 
OF INATTENTION ® 17.24 i} 
! 
| 
ee " T 
TOTAL INITIAL USEFUL LIGHT EQUALS 
50% OF THAT GENERATED 
ol | 1 | | \ 
° 5 10 G 20 25 30 
TIME ELAPSED IN DAYS 
27 








Packaging with a 
Purpose 


by IRMA E. MAROHN 


Art Director, Robert Gair Co. 
URING the past several years of highly com- 
1) petitive business, there has been a marked 
tendency on the part of manufacturers in 
quest of specific sales advantage, to turn to two 
things—the product 
and the package. 
This looking _ in- 
ward to the product 
and the package 
arises from a real- 
ization of changed 
merchandising con- 
ditions. Goods are 
not distributed to- 
day as they were 
even in 1920. Ex- 
ecutive attention 
has turned from 
problems of produc- 
tion to the difficul- 
ties of marketing, and this shift has af- 
fected every phase of retailing. 

In order to fit the package successfully 
into the open display scene, an awareness 
of the conditions that it will have to cope 
with is necessary. 

Both chains and independents adhere 
to the policy of placing staples and arti- 
cles of popular demand in the rear where 
they are not so prominently displayed 
and putting other products which need 
special display in positions where they 
will force themselves upon the notice of 
all who enter. The more modern stores 


IRMA E. MAROHN 


x AER 


O75 Gite 


Based upon an address delivered before the students 
of Professor Dale Houghton’s class in advertising at 
New York University. 
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Screen cloth cartons have made their appearance. 


Eye appeal through color 
and design is being har- 


nessed for more sales. 


show a definite tendency to reduce the amount of 
side counter space and increase the space given to 
aisle tables or stands for open display selling. By 
placing the wrapping counter at the rear, prospec- 
tive customers are induced to traverse the length 
of the store and thus are exposed, in a maximum 
degree, to the merchandise display and the urge 
to buy. 

In this setting the successful package designed 
with an eye to open counter display will win its 
way out of the rear or off the shelf to a place in 
the forefront of open display. Actual figures jus- 
tify the prev- 
alent belief in 
the effective- 
ness of open 
counter  dis- 
play. A re- 
cent U. S. De- 
partment of 
Commerce 
bulletin on the 
subject points 
to an increase 
of 43 per cent 
on grocery 
items. On the 
basis of a re- 
cent two- 
weeks test in 
a large num- 
ber of stores, 
eight selected 
products 
showed an 
average in- 


ONN CHICAGO 


{SAVANE S Gomer atY 
oe. 
ae en 


WIRE SCREEN CLOTH \” 


tw YORK GRORGETOWN.C 


eater 


HARDWARE AGE 
















pen we are going to have from now on is change. People have developed new tastes and 
are willing to switch from one article to another much faster than ever before. It has 
been said that unless some new element was introduced,—beauty, style call it what you will— 
the industries would kill one another.” According to Abbott Kimball, “the new element that 
we see in business, unquestionably, is the element of beauty, and beauty, properly used, will 
help any manufacturer to meet this new competitive situation.” To which we might well add, 
“and an attitude of humbleness on the part of the manufacturer toward consumer needs and 
wants; an attitude which, it may be, like Amiel’s philosophic truth,” does not become popu- 
lar until some eloquent soul has humanized it, or some gifted personality has translated and 
embodied it, then it is communicated by contagion. 


































shelf to the cov- 
eted open dis- 






crease of 45.5 per cent during the 
week in which they were displayed 
































on aisle tables or stands, as com- play space. 

pared with the week when they oc- Identification 
cupied their regular places in the of the contents 
store. may be ob- 


tained through 
color, through 
design, through 
simple and com- 
pact sales mes- 
sage, as well as 
through _ visibil- 
ity by the use 
of a transparent 
cellulose win- 
dow or wrapper. 


On the shelf, 


New methods of merchandising 
must result in two developments as 
regards the package. One, packag- 
ing designed to meet the changed re- 
quirements imposed by open dis- 
play; 2, increased use of packaging, 
since obviously products sold in bulk 
have little place in the modern open 
display scheme. 

Packaging to compete successfully 
for advantageous placement in the 
limited open counter space avail- 
able, becomes involved in a battle 
for the survival of the fittest in this 
new environment. 

Let us suppose we are designing such a package. 
Our procedure at first would be much the same as _ some recent 
in the case of the package designed for shelf place- Sxym7sts" 
ment. There would be the same surveying of the — and 
field of competitive packages of similar products, 
the same searching inquiry into the product to be 
packaged and linking it, if desirable, to the related 
merchandise put out by the manufacturer; the same 
determination of a convenient size and shape (con- 
venient to the consumer primarily) and the same 
examination of the product or its uses, for some 
clue for design and color motivation. 

But in addition, there 
would be a far greater effort 
than in the past to carry 
these considerations to the 
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Robert Gair Co 























only the front plane of the package is of 
primary importance; in open display, the 
point where the finished top of the carton and the sides become sig- 
package emerges from the aS nificant; not to overlook corners which here 
container stage into a genu- ‘i “ly “ — : lt offer an attractive field for ingenious color 
WKCh anna al) M4 treatment and as an aid in unifying the de- 
aa sign in its path around the package. 


(Continued on page 65) 
















ine self-selling agent. This 
it must do to justify the step 
from the dark recesses of the 
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Hundreds of people saw flames lick a refrigerator 
and fail to harm it. 





This stunt was one of the 


most successful Kuhn ever staged. 


This Hardware Dealer 


Returned to Profits 


Electric Refrigerators 
paid all expenses, 
overhead, salary and 
commissions, and 
helped to retire 25% 
of old debts for Kubn, 
of Miamisburg, Ohio 


electrical refrigeration for 

both domestic and commer- 
cial use stirred up business for 
the Kuhn Hardware & Imple- 
ment Co., Miamisburg, Ohio. 
The Kuhn store, in a town of 
5000, had in its building $100,- 
000 of merchandise which was 
not moving at all well, because 
of business conditions through- 


B scdecaionl: campaigning on 
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out the section. Much of the 
sales volume of the firm was be- 
ing done on a credit basis. 
William Kuhn decided to put 
great concentration on merchan- 
dising electric refrigerators by 
using manufacturers’ display 
material, local ~ advertising, 
dealer helps and rather unique 
demonstrations. In 193] Mr. 
Kuhn, assisted by his salesman, 
Dan Anslinger, sold 112 units 
by this intensive campaign. At 
the close of the year, he found 
that there was no need for red 
ink, as the electric refrigerator 
profits enabled him to meet all 
expenses of the business, pay all 
overhead, salary for himself and 
commissions for his salesman in- 


cluded, also helping to retire 25 
per cent of some old debts. 

Later in the year the company 
added commercial refrigeration 
products, which, together with 
domestic units, are being pushed 
in Miamisburg and in a branch 
store established in a nearby 
town of 2000 population. 

When Mr. Kuhn started his 
campaign he ordered models to 
fill out his stock and put in a 
complete display of electric re- 
frigerators. All bills went forth 
with refrigeration literature en- 
closed and his salesman went out 
to call on prospects, every cus- 
tomer calling at the store being 
considered as a prospect for an 
electric refrigerator. Direct 
mail was used and in every issue 


HARDWARE AGE 











of the weekly newspaper an ad- 
vertisement was scheduled. 

As a result of the advertising 
prospects developed into cus- 
tomers for the line, keeping both 
Messrs. Kuhn and Anslinger 
very busy, necessitating working 
at night. 


ing appeal to prospects. People 
are practicing economy, but 
they will invest in something that 
will help them save money. The 
savings an electric refrigerator 
makes possible are tangible. 
Our product, which has been na- 
tionally known for years and 








“Thrift,” says Mr. Kuhn, 
“has been and is today the lead- 


has an outstanding reputation, 
practically speaks for itself. We 





Ee 


devote more than three-fourths 
of our sales talk to the subject 
of thrift. 

“Our users have helped us 
tremendously. Many of them 
actually sell refrigerators for us 
through their comment and rec- 
ommendations. We _ see __ that 
such users are rewarded. 


(Continued on page 72) 


Retailing Attracts Broadway Prima Donna 


ID you ever 

hear of a 

retail mer- 
chant starring in a 
Broadway musical 
show? Bettina 
Hall, the appeal- 
ing prima donna 
of “The Cat and 
the Fiddle,” the 
musical love story 
being unfolded 
nightly at the 
Globe Theater in 
New York, is in 
her time off from 
the stage a dealer 
in major electrical 
appliances. She is 
an active officer in 
Modern Devices, Inc., Port Richmond, Staten 
Island. It is not a hobby with her but a very 
serious venture into the business world. Miss 
Hall has no immediate reason for worrying 
about her artistic future, but she believes that 
“an anchor to windward” is a sensible thing 
in anyone’s life. 

George Schock, a man of much experience 
with outside selling, manages the store and a 
staff of salesmen. He will tell you that Miss 
Hall is no mere decoration in the business, but 
a capable and effective business woman with 
keen ideas of management and selling. When 
she comes to the day when she bids farewell to 
footlights, she will be no novice in the retail 
field. Although she has not been actively en- 
gaged in selling she has been interested in it 
since a child. Wherever she could she took a 
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BETTINA HALL 
Prima Donna of the 
Cat and the Fiddle. 

Above: Scene from the 

musical play. 
Right: Modern 
Devices, Staten Island. 


hand at it, from “keeping store” 
in the play days up to selling 
thrift bonds, she gradually came 
to the realization of her ambition 
to own a real store. This store is 
too young to predict its future, 
but it can already boast an in- 
telligent selling plan, which so 
far is working out well. 

Miss Hall and her 
Nathalie have been prominent in 
musical productions both in 
New York and on tour. Bettina 
has played roles in the Gilbert 
and Sullivan revivals and in 
grand opera, where her 

most notable success 
“Carmen,” a 


sister 


was 
part she played 
more than twenty 
times. She was for 
many months with 


“The Little Show,” 
later taking the role of 
Nancy in “Martha.” 
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The Hardware Age Original 
Window Sugégestions 


OT weather presents op- 
H portunities as well as 

problems to the window 
trimmer. Let us bring to bear 
all the power of suggestion pos- 
sible in the direction of comfort 
and pleasure. 

Electrical appliances and 
sporting goods answer these two 
requirements and it becomes our 
problem to arrange them in a 
pleasing and result getting man- 
ner. In the appliance window, 
labor saving and entertainment 
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is a dominating suggestion. The 
proper color arrangement will 
make this window a charming 
attraction in hot weather. We 
will suggest medium blue and 
robin egg blue as our colors. 
They will, in effect, cool off the 
atmosphere several degrees and 
the customer will think of the 
merchandise in favorable terms. 
The central poster is a simple 
job for your sign writer, the owl 
being first sketched out on a 
piece of ordinary paper, the size 


wanted, and three tracings made 
as shown in our illustration. 
The rest is just a lettering job. 
This is all done in the medium 
blue, which should have _ bril- 
liance to bring out the blueness. 
The really dark blue should be 
avoided as it will look too much 
like black. The side panels and 
the crepe paper tubings radiat- 
ing from the center to the sides 
should be of the robin egg blue. 
These colors with the white re- 
frigerator and the chromium fin- 
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ish on the smaller appliances 
will give a very cool appearing 
and consequently appealing win- 
dow. 

Your price tickets should be 
in keeping with the color scheme 
of the window in general and the 
copy should be carefully written 
to emphasize the contribution to 
comfort that comes with the pur- 
chase of the merchandise. Take 
a peek into the catalogs and 
manufacturers’ literature for 
selling phrases that will really 
attract possible purchasers. 

Along with the sporting goods 
we have included a representa- 
tion for the cutlery department. 
The device used to make a 
division in the display is simply 
the placing of two panels to a 
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point toward the glass. This 
gives both departments good 
displays while tying them in to- 
gether. 

In both instances the Harp- 
WARE AGE interchangeable dis- 
play fixtures are used. These 
can be made in your own work- 
shop at little expense. A reprint 
of an article explaining how they 
are built has been prepared for 


those who write to the window 
display editor for it. Hundreds 
of window trimmers have already 
written for this instruction sheet 
and there are a few left. Send 
today if you have not already 
done so. There is no cost at- 
tached to this service to our read- 
ers in the interest of better win- 
dow displays and more sales of 
hardware. 





Write today for your copy of the reprint of an article 

from Hardware Age telling how to build the interchange- 

able display fixtures. Address your letter to the Window 
Display Editor, 239 West 39th St., New York. 








These Windows Worked for Others 


—They’ll Work for You 
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UMMER 

windows 
that have been 
successful: Top 
of page 34, Cook 
Hardware Co., 
Selma, Ala. (C. 
B. Cox, window 
trimmer). Foot 
of same page, 
Kennedy _ Bros., 
Minneapolis, 
Minn. Top of this 
page, M. W. Fos- 
ter Hardware Co., 
Sandpoint, Idaho. 
Foot of this page, 
featuring electri- 
cal appliances, 
Warren Hard- 
ware Co., War- 
ren, Ohio. 
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Only With a Bonus of a Dollar Is the Customer 





Likely to Save 10 Cents in the Purchase of an Inferior 
Imported Lamp. Read This Story and Learn Why 


HE true cost of electric 
light is the cost of the 


lamp, plus the cost of the 
current it consumes. On this 
basis, many so-called cheaper 
foreign made lamps _ actually 
cost more, for light given, than 
do standard American products. 
To the consumer, the lower in- 
itial price on imported lamps is 
misleading and a false economy. 
Hardware merchants should take 
every possible step to learn the 
true facts on comparative costs 
and to see that this data is prop- 
erly presented to consumers for 
their protection as well as for 
the protection of an important 
American industry and a very 
profitable department in retail 
hardware stores. 
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Until recently, the importa- 
tion of lamps was not taken very 
seriously. The lamps from for- 
eign countries were carbon fila- 
ment obviously inferior to the 
American product, and looked it. 
Recently, however, cheaply made 
tungsten lamps have been coming 
into this country in huge ship- 
ments. We learn that from Japan 
alone deliveries this year have 
totalled about twenty million 
lamps. In outward appearances 
quite similar to standard Ameri- 
can made products, these lamps 
are being sold in chain stores at 
less than standard prices.  Al- 
though present distribution is 
largely west of the Mississippi, 
steady growth toward the eastern 
coast is observed, making it rea- 





sonable to believe that if un- 
checked, the monthly volume 
will greatly increase. 

Tests recently made by the 
Electrical Testing Laboratories 
in New York City show that 44 
per cent of the foreign made low 
priced lamps (mostly Japanese) 
found in the open market are so 
defective they could not pass in- 
spection in American factories. 
Comparative tests by this im- 
partial and thoroughly compe- 
tent organization, using thou- 
sands of American and Japanese 
lamps bought at regular retail 
outlets, show that the cost of 
burning the foreign lamps is 
much greater than the cost of 
burning mazda and other high 
quality American lamps. Con- 
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High Cost of Cheap Imported 


LAMPS 


Cost oF LicgHTING PER 1000 LUMEN-HOURS 
(Cost of Lamp and Current only) 





sidering the sale prices of the TABLE Il 


Excess cost with 








lamps, plus the cost of current 


consumed by them and the light Lamp Watts cote — cake 
output during life, the figures of 25 0.75 0.64 7 
the Electrical Testing Labora- Pe ae peo = 
tories indicate that the increased a bya 0.40" 23 
cost of using the Japanese lamps 150 0.51* 0.37* 38 


which were tested was 30 per 
cent more for the 40-watt size, 
40 per cent more for the 50-watt 
size, and 52 per cent more for 
the 60-watt lamps, as compared 
with the cost of obtaining the 
same amount of light from stand- 
ard American made lamps. 

In other words, consumers who 
are lured by the low prices of 
foreign lamps are actually going 
to pay many times more for light 
than the amount saved at the 
counter where the lamps are 
bought. This is not the only ele- 
ment of extra actual cost. 


Japanese lamps 


* Gas-filled lamps. 





American lamps Japanese lamps 








In one group of Japanese 
lamps put on trial by the Elec- 
trical Testing Laboratories, 25 
per cent failed during the first 
few minutes of operation, and a 
larger percentage failed to burn 
500 hours. The Japanese lamps 
which lasted longest were marked 
by rapid decline in light output, 
greater than that found in Amer- 
ican lamps of corresponding 
sizes, an important contributing 





PRICES WHICH THE PUBLIC CAN AFFORD TO PAY 
FOR JAPANESE INCANDESCENT LAMPS 


(ASSUMING LAMPS OF STANDARD QUALITY TO BE AVAILABLE 
AT 20¢ ANO CURRENT TO COST 5¢ 


PER KWH) 
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Electrical Testing Laboratories Data 


factor in the increased expense 
incident to the use of inferior 
lamps. 

Early failure of foreign lamps 
involves both the bother and 
added cost, incident to frequent 
replacement, factors which can- 
not make the consumer think 
well of the source of supply 
which furnished such equipment. 

These tests indicate that the 
sale of an American high quality 
60-watt lamp at 20 cents repre- 
sents a consumer investment of 
$3.20 for light as the current 
consumption would cost an esti- 
mated $3. Saving a few cents, 
or even half of the original lamp 
purchase price through buying a 
foreign lamp, may add from 60 
to 90 cents to the current cost 
alone during 1000 hours of 
operation, due to the fact that 
these Japanese lamps were found 
to give from 20 to 30 per cent 


less light during their life than 
(Continued on page 56) 


Electrical Testing Laboratories 
find lamps with efficiency equal 
to the dividing line in this chart 
should be given free. Those to 
the left should carry refund 
indicated. 
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TRADE 


WINDS 


by LLEW S. SOULE 
Editor, Hardware Age 


Why Trade _ A Recent analysis of the Tulsa, 
Leaves Okla., trade area, conducted by 
Home the Tulsa Chamber of Com- 


merce, reveals some very inter- 

esting facts as to why people 
trade in certain cities or towns. According to the 
analysis, 33.8 per cent of the total gave transporta- 
tion convenience as their principal reason; 22 per 
cent said that greater variety of merchandise was 
the chief inducement; 14 per cent declared that they 
buy away from home because local stores seldom 
have the merchandise they want; 11.3 per cent said 
they were influenced by relatives and friends, and 
9.6 per cent by theatres or other attractions of the 
favored cities. Only 6.8 per cent gave price as the 
influencing factor, while a mere 2.2 per cent were 
influenced by quality. 

From this it would seem that local merchants are 
in most cases handling merchandise of good quality 
at reasonable prices. Their weaknesses appear to 
be lack of variety and failure to buy according to 
local wants. Apparently also many merchants are 
handicapped because the towns in which they do 
business lack modern amusement facilities. It 
might be well for merchants whose sales are unsatis- 
factory to stop regarding price as the panacea for 
their ills, and make a careful study of local condi- 
tions. Good roads and proper attractions may be 
the answer; again it may be only a matter of well 
selected stocks. 





Telegraph Tue INDEPENDENT retail mer- 
Office or chant is threatened with a new 
Store? and powerful competition, from 


one of the least expected sources. 

The Postal Telegraph Company 
has organized a sales division to be known as the 
postal Telegraph Sales Company, with the imme- 
diate aim of selling electric clocks of special design 
for stores, offices, etc. 

While managers of the company’s telegraph 
offices will be allowed to make sales, the greater 
part of the clock selling is to be done by the new 
sales division through commission salesmen. 

Although the Postal Company has for some time 
maintained a theater ticket agency, handling a heavy 
volume of business, this is apparently its first ven- 
ture into the field of regular merchandising. Also, 
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the handling of theater tickets was largely a pro- 
motional feature designed to furnish new tele- 
graphic and manager service business. The selling 
of electric clocks, however, can hardly be regarded 
as promotional work of the “load building” type. 

It seems exceedingly doubtful that a special sell- 
ing organization of the size required to adequately 
handle electric clocks for stores and offices can 
profitably exist on a single line. Therefore it is 
logical to expect that in due time the company will 
extend its sales activities to include other appli- 
ances. 

Since neither promotional nor load-building fea- 
tures can be logically advanced as reasons for the 
new departure, we question the economic wisdom 
of this policy, which may antagonize many retail 
merchants who are consistent users of telegraph 
and messenger service. 


Advertise the Wuar Kinp of advertising are 
Right you doing? Are you continually 
Way harping on adverse conditions, 

or are you stressing the oppor- 

tunity for the consumer to get 
more for his money? It makes a world of difference 
to you and your business, which method you use. 

An advertisement of a certain merchant, which 
has just come to our attention, actually emphasizes 
the point that a certain firm has been forced out of 
business by the depression; that a large amount 
of distress merchandise has come into his posses- 
sion, due to that fact, at prites far below the actual 
manufacturing costs. 

The natural reaction to such an advertisement is 
one of apprehension. The reader instinctively rea- 
sons that “this is no time to buy.” It stirs up in 
his mind the thought that his own job or business 
is in danger, and creates a desire to hold on to 
every cent for fear that it may be desperately 
needed later. 

How much more logical it is to tell the public 
“your dollar is worth more. Costs of manufactur- 
ing and distributing are lower. Now is your oppor- 
tunity. Prices are bound to go higher. Buy while 
your dollar is at its peak value.” 

Much of our trouble today is due to a state of 
mind. That state of mind can be easily changed 
by means of constructive advertising. Advertise the 
Right Way. 
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Putting the Perpetual 


Postponer 





Another of the 
series of articles by 
Maxwell Droke on 
the vital subject of 
collections. He in- 
cludes more letters 
to help you get your 
money. Follow these 
articles regularly. 


as to which causes the credit 

man the most trouble and 
mental anguish, the individual 
who completely ignores all re- 
quests for payment of a delin- 
quent account, or the chap who 
continually promises—and never 
pays. 

In a sense we may say that 
when we obtain a promise from 
the delinquent we have made a 
forward step toward the consum- 
mation of our collection. At 
least the debtor has demon- 
strated that he is thinking about 
us. He has acknowledged the 
obligation, and has it registered 
on his consciousness. At least 
we may know that he does not 
contest the validity of the bill. 


|: is pretty much of a toss-up 
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And that is something. But we 
must bear in mind that there are 
promises—and promises. Be- 
fore we give ourselves too much 
cause for elation we must dig 
rather deeply into debtor psy- 
chology, and see what lies back 
of the promise so readily given. 
Roughly speaking, we may 
say that there are three types of 
promises which debtors may 
make to creditors. First, we 
have the debtor who anticipates 
his difficulties and makes a 
promise, often unsolicited, be- 
cause he feels a deep sense of 
responsibility. His promise is 
based upon a careful considera- 
tion of his probable income and 
outgo, and is usually met with 
reasonable promptness. 


The Optimist 


A second and very trying 
promiser is the optimist who 
cheerfully and habitually agrees 
to do something that is complete- 
ly beyond his resources He 
sincerely believes that he will be 
able to “take care of this bill by 
the 10th surely.” At the moment 
this seems to him practically a 


on the Spot 


lifetime away. A little cau- 

tious figuring would have 

shown the unsoundness of 

such a promise. But the 

optimist is not a cautious 
figurer. His good intentions, if 
placed end to end, would pave a 
highway to Hades. That is about 
the only useful purpose to which 
they can be put. 


The Staller 


Finally we have the debtor 
who promises when pressed, 
verbally or by letter, merely as 
a means of gaining time. He 
may tell you without a moment’s 
hesitation that he will pay your 
bill on a specified date, when he 
has no intention whatever of 
doing so. Thus he is given a 
brief “breathing spell.” And 
when the time rolls round, he can 
always make another promise. A 
slippery customer to handle, my 
masters! 

Regardless of the classifica- 
tion in which our debtor may fit, 
we must seek to impress him with 
the fact that we, at least, look 
upon his promise as a pledge 
made in good faith, and that we 
expect it to be fulfilled. One 
way to do this is to acknowledge 
in writing, every promise made, 
whether verbally or by letter. 
Thus, if you go out to see John 
Jones and he tells you that he 
will make a payment on the 15th, 
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come back to the office and write 
Mr. Jones, reminding him of the 
conversation; repeating the date 
he has specified, and giving him 
to understand that you are count- 
ing on that check. If you have 
reason to anticipate that he may 
seek to sidestep the promise, 
write him again two or three 
days before the payment is due, 
jogging his memory, and once 
more stressing the fact that you 
expect your money. 

And of course you will never 
under any circumstances fail to 
write the debtor promptly if the 
promise is not kept. Don’t let 
him ever get the notion that he 
can “slip out from under” with- 
out being noticed. 

Remember, that while a prom- 
ise indicates progress toward our 
goal, we can’t cash it at the bank. 
We must not relent in our efforts 
to convert these promises into 
currency. Here are some letters 
that will help in those cases 
where promises have been made 
—and broken: 





Dear Mr. 

It was just a month ago that 
you promised definitely to pay 
your outstanding account “inside 
of 30 days.” 

We hadn’t the slightest doubt 
then that your check would be 
received within the time in- 
dicated. Our past dealings have 
been so uniformly satisfactory 
that we felt we could count on 
you to make good this pledge. 

But a month has passed. And 
not a word from you! Mr. ‘ 
what conclusion CAN we come 
to? 

We haven’t lost faith in you. 
We know you still INTEND to 
pay. But the point is that we 
must have something decidedly 
definite, without another day’s 
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delay. If you cannot send a 
check for the entire amount of 
$——, let us have a remittance, 
as much as you can spare, by the 
very next mail. 


Dear Mr. 

Twice you have promised to 
pay your long-past-due account 
at a definitely stated time. And 
both promises have been broken. 

Now, Mr. , this sort of 
thing can’t go on. We must de- 
mand something definite from 
you. If you cannot pay the full 
amount today, let us have a 
check on account, as an evidence 
of your good faith and honest 
intentions. And be sure that the 
envelope bears a postmark not 
later than June 21. 

We shall wait until the morn- 
ing of the 23rd to take definite 
steps protecting our interests. If 








we do not receive your remit- 
tance by that time we shall be 
forced to conclude that you are 
willfully neglecting this account. 








Dear Mr. ; 
We hadn’t any reason to doubt 
the promise made our Mr. ' 


regarding payment of your ac- 
count. We believe that it was 
made in good faith; but the fact 
remains that your check has not 
been received; this in face of the 
fact that the matter has once been 
called to your attention. 

Your credit standing is some- 
thing which should be very care- 
fully guarded. Today, the party 
who has to pay cash for his pur- 
chases is severely handicapped. 

We have a great deal of infor- 
mation of a credit nature ex- 
change on accounts with whom 
we have dealings and it always 
gives us considerable satisfac- 
tion to be able to recommend a 
customer as a good credit risk. 


We want your account to be in 
this class, and you too, we are 
sure, want to enjoy a good repu- 
tation for prompt payment. 

If there is any reason why you 
are withholding payment of our 
account, we have never been told 
what it is. The balance of $— 
is apparently O.K. and we are 
again urging you to send your 
check for it without delay. 


Dear Mr. 

Your letter of the 16th, re- 
garding your account has been 
received. We note your acknowl- 
edgment of the obligation and 
promise of payment. 
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The important point, however, 
is that you have set no specific 
date for this payment. On this 
point you are very vague and in- 
definite. 

The goods covered by this bill 
were secured by you in no such 
indefinite way. They were pur- 
chased by you on credit, with 
the distinct understanding that 
they would be paid for in thirty 
days. This you have failed to do. 

There is no desire on our part 
to be critical, but you must 
understand that a business can- 
not be conducted on such indef- 
inite promises as the one just re- 
ceived from you. 

We are willing to accept par- 
tial payment, but must be ad- 
vised just when you will start 
payments; and how much we 
may expect each week. 

Give this matter your imme- 
diate attention. 





Dear Mr. 
Your payment promised for 
today, must have been forgotten 


by you. 
Please repair this oversight by 
remittance at once. 
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4 ust Among Ourselves 


by CHARLES J. HEALE 
Managing Editor, Hardware Age 


HARLIE CRAWFORD told 

me many very interesting 
things about his experiences re- 
tailing hardware. He has al- 
ways been strong for directed ac- 
tivity. For example, when clerk- 
ing, some years ago, he “man- 
aged” his own time so that his 
share of displays, stock, etc., 
were always in good shape with- 
out shorts or too much surplus. 
Knowing his actual income and 
progress would depend largely 
on sales made, he organized his 
stock and display duties so that 
they were performed without 
spoiling his opportunities to 
make sales. As Barrett’s mana- 
ger, he has his sales staff work 
the same way. Each has certain 
departmental duties which must 
be attended to properly and with- 
out delay, yet these duties must 
not interfere with selling time. 
Charlie is going to tell our read- 
ers some of his other ideas and 
tell them in his own way, prett 
soon. Barrett is in Joliet, IIl. 


— HA — 


During 1931 American rail- 
roads report only four deaths 
due to accidents. This is 3 less 
than the 7 killed in 1930 and 
represents one death to every 
150,093,000 passengers carried 
during that twelve months. 
Three out of the four were killed 
in one accident due to derail- 
ment and the fourth was killed 
in a train collision. Injured for 
1931 were 493 ag compared with 
790 in 1930. This is a remark- 
able safety record of which rail- 


road men may rightfully be 
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proud. This represents organ- 
ized thinking and coordinated 
action based on that thinking, 
which is a fine combination. 


—— 


Experience of many years has 
taught Sam House the great 
value of personalized selling. 
Every employee of the House- 
Bond Hardware Co., Memphis, 
Tenn., has a uniform office coat 
on which is embroidered his full 
name such as “Mr. John Smith.” 
In a suprisingly short period of 
time customers began to ask for 
individuals and to address them 
by name. A few started using 
their first names. This plan was 
particularly helpful in handling 
inquiries about orders by tele- 
phone and enabled the firm to 
sell by phone with greater ease, 
as in time customers associate 
the individual’s name with that 
of the store. For some time the 
post office, railway ticket agent 
and even dining car waiters and 
stewards have had their names 
conspicuously posted that cus- 
tomers might be encouraged to 
think of their services as coming 
from persons and not merely 
from employees. 


— HA — 


Se HUMPHREY is manager 

of the splendid new More- 
house & Wells Co. retail store in 
Decatur, Ill. The store is illus- 
trated in this issue. Bob has an 
interesting, triple play, sales 
promotion plan. A specially ar- 
ranged table up front is called 
“Bargain Square.” Each week 
merchandise is offered as a spe- 





In the com- 
pany’s newspaper advertising a 


cial value here. 


boxed message tells of the 
week’s special to be found at 
“Bargain Square.” 
dow (the same one all the time) 
the merchandise is displayed 
and with it is shown a mounted 
clipping of the advertisement 
with colored pencil marks about 
the boxed It being 
baseball season, I am reminded 
of the famous “Evers to Tinker 
to Chance.” 


In one win- 


message. 
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ID you read A. E. Alverson’s 

suggestion for department- 
izing wholesalers selling efforts? 
He offered the idea at the recent 
Biloxi convention. The full tex! 
appeared in the May 12 issue of 
HarpwarE AGE. Several whole- 
salers were inspired to comment 
by letters mostly to the effect 
that they were in a measure fol- 
lowing such a plan as they had 
specialists for cutlery, radio, re- 
frigeration, etc. Mr. Alverson’s 
plan really goes deeper than 
that. He proposes seven groups 
of salesmen handling as many 
groups of all merchandise, in- 
stead of two or three specialists, 
each handling but one line with 
the remainder of the staff selling 
everything from the w. k. axes 
to zinc. This plan deserves fur- 
ther study as does any serious 
proposal that might improve 
future profitable operation of 
our industry. 
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Two good views of 
the ground floor at 
Morehouse & Wells 
Co. new retail store. 
Upper photo taken 
from rear. Lower 
photo taken from 
front. Both show 
very modern design 
of the display fix- 
tures. Even the 
building columns 
were put to work, 
to display and sell 
merchandise. These 
fixtures are walnut 
finish with a fine 
grain showing, offer- 
ing real contrast to 
the merchandise. 


AST year at this time, More- 
house & Wells Co., De- 
catur, IIl., opened its new 

and unusual retail store. It is 
easily one of the finest retail 
establishments in any field, any- 
where, and presents some dis- 
play and arrangement ideas that 
should inspire all hardware 
men. The fixtures and window 
frames of fine grained wood ap- 
pear to be tailor made and are 
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of special design, very modern. 
They were planned to show mer- 
chandise to the best possible ad- 


vantage. All fixtures and in fact 
the entire store are well lighted 
with equipment that brings 
plenty of light, without glare on 
the goods for sale. The front 
part of the ground floor is de- 
voted to eye appeal lines, spe- 
cialties and gift items. A com- 
plete sporting goods department 


= Morehouse 


Fine new retail store 
of Morehouse & 
Wells Co. provides 
efficient retail labo- 
ratory for tests that 
are helpful to firm’s 
wholesale customers. 





is in the rear. On the mezzanine 
is the housefurnishings section, 
which includes additional gift 
merchandise as well as china 
and glassware. In the easily 
accessible basement heavy and 
bulky goods and such lines as 
are sold on demand or call are 
displayed. Ingfact, throughout 
the store every line enjoys dis- 
play with related merchandise 
together. The last feature facili- 
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& Wells’ Store Is “Tailor Made” 


tates second or additional sales. _ are skillfully utilized for display As manager Robert 





All goods are price-marked vis- _ purposes. phrey is an ardent sportsman, 


ibly and most of them 
have value creating 
price cards. 

Although a_ very 
wide line of goods is 
carried in every de- 
partment, the lack of 
crowded displays is 
one of the outstanding 
features of the store. 
Electric direction signs 
call attention to vari- 
ous departments to en- 
courage customers to 
see as much of the 
store as is possible. At 
the same time there is 
no wasted space. Even 
the building columns 

































Upper photo shows 
Morehouse & Wells 
housefurnishings de- 
partment on_ the 
mezzanine where 
all fixtures are fin- 
ished in silver and 
black, _ particularly 
good combination 
for display of china 
and glassware. 
Many gift items are 
in this _ section. 
Lower photo shows 
general hardware de- 
partment in_ the 
basement. 
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the sporting goods department 
has grown very rapidly and is 
capable of taking care of all re- 
quirements in every known 
sport. Related goods for tennis, 
golf and baseball are, of course, 
properly grouped to help sales- 
men make complete sales to 
sportsmen, with a minimum of 
lost motion. There is sufficient 
room to permit golfers and ten- 
nis fans to swing, to determine 
balance of clubs and racquets, 


¢ 


which is a great aid in making 
such sales. 

The opening of the new retail 
store separates this end of the 
business from the wholesale de- 
partment, which is located a few 
blocks away alongside of the 
railroad. The new store has, 
however, been very useful as a 


retail testing laboratory for try- 


ing display ideas and for gaging 
public reaction to new lines of 
merchandise. The results of all 





such tests will be available to all 
retailer customers of the whole- 
sale department. This is ex- 
pected to be a very valuable 
service and will be given consid- 
erable attention and study. 
Wilbur Humphrey, father of 
the store manager, is president 
and treasurer; D. L. Johnson is 
vice-president, and F. R. Foster 
is assistant treasurer. Manager 
Bob is also secretary of the com- 


pany. 


Hardware Staff Covers Sports Fields of Fargo 


ERSONAL contact is the 
Pa: god of Frank J. Car- 

lisle, veteran Fargo sports- 
man and president of the Car- 
lisle & Bristol hardware store. 
which does a thriving business 
in sports goods. 

Sports activities are so divided 
among his staff of eight assist- 
ants that every field is covered 
in this city of some 30,000 per- 
sons. 

Four of the staff members are 
golfers, at three different clubs. 
One is a tennis expert. Three 
are inveterate hunters, and vir- 
tually all are fishermen of long 
standing. They acquire and 





keep contacts with virtually 


every class of sportsmen. 
But sales talks are taboo out 
Any violation of 


on the street. 

















sportsmanship would bring a 
reprimand from the company 
officials. 

(Continued on page 64) 





WO views of the complete 
sporting goods department 
of Morehouse & Wells Co. 
Manager Robert Humphrey is a 
fan in almost all sport lines and 
knows by personal test the value 
and uses of the equipment sold. 
5,000 hunting and fishing li- 
censes were issued here in 1981. 
The company sponsored out- 
board races and most of its offi- 
cials are active in local boat, 
gun, tennis and fishing clubs. 
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The N @w Ar t—Chiseling By SAUNDERS NORVELL 


Convention in Memphis I 

stressed the growing impor- 
tance of women’s trade to the 
hardware store. Quoting from 
Dun’s report, I stated that 39 
per cent of the customers visiting 
the average retail hardware store 
were women. It also seems that 
I made the remark that the trade 
press had not given sufficient at- 
tention to women’s buying. [ 
have before me a letter from the 
managing editor of the Harp- 
WARE AGE in which he questions 


[ my talk recently at the 


my statement about the trade © 


press. He calls my attention to 
the fact that in 1930 women cus- 
tomers were referred to thirteen 
times in the HaRDwARE AGE— 
in 1931 three times. In 1930 
women clerks were referred to 
fifteen times—in 1931 six times. 
I extend my apologies to the 
HarpwarkeE AGE. I cannot argue 
with them because they gave the 
date of each paper and the refer- 
ence. I can, however, .conclude 
my apology by suggesting the 
best reward for work well done 
is more of the same kind of 


work. 
x * * 


One of my old friends called 
last week and told me he had re- 
tired from business, settled up 
his affairs in this country, and 
was going to France to live. He 
expects to lease a small villa in 
the south of France. He said 
he never expected to return to 
this country and probably this 
meeting would be our last. I 
asked him why he was leaving 
the United States, and he just 
burst out laughing. “First of 
all,” he replied, “while we have 
everything in this country to 
cook, the cooking is simply ter- 
rible and is growing worse and 
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worse. It is next to impossible 
to get a good meal in the United 
States. God provides the food, 
but the Devil the cook.” He pre- 
fers French cooking to American 
cooking. 

Next he said that a man, espe- 
cially as he grows older, needs 
something to cheer him up, to 
put him in a pleasant frame of 
mind. He is very temperate, 
but he does like a little light 
wine with his meals. He says 
after a meal with wine he feels 
like a human being, but here in 
the United States, after the ter- 
rible food without any beer or 
wine, he feels like going out to 
strangle his mother-in-law. 

Then he referred to servants. 
The American servant, even at 
the high wages they are still re- 
ceiving with board and lodgings, 
are terrible. He prefers French 
servants, both on account of 
their quality and because you 
can get a first class cook in 
France for $150 a year. 

He said that the French have 
their wine, the Germans their 
beer and the English their tea, 
but here in the United States we 
have nothing but our depression. 

Then he had a few things to 
say about the state of our so- 
ciety, about crime, about politi- 
cians, the extravagance at Wash- 
ington, the seeming lack of any 
direction, control, or manage- 
ment in our National or State 
politics. This gentleman comes 
of an old American family. His 
ancestors go back to Colonial 
times. He is saying—“Goodbye 
United States, I hope I will never 
see you again.” 

a 


Recently, in a luncheon speech, 
I told my story about Crusoe and 


his island. You will remember 
Robinson Crusoe and Friday 
woke up one morning and set 
sail for another island where 
there would not be so much gov- 
ernment? After my address a 
number of the gentlemen present 
wanted to know the name of the 
island to which Crusoe and Fri- 
day had gone as they would like 
to join them. How many of us 
today, if we could, would set 
sail for that island? How many 
of us today are just tired out 
with the machine age and all of 
its modern improvements? How 
many of us would gladly trade 
our luxuries for a state of so- 
ciety where we would have some 
peace of mind? 


* * * 


The hard times have developed 
a new art. This is the art of 
making claims. Anything upon 
which a claim can be based is 
looked over by the gentleman 
who practices this art. An inter- 
esting and appropriate name has 
been given to the artist himself. 
He js now known to the trade as 
a “chiseler.” He has a sharp 
edge like a chisel and he just 
loves to chisel the other fellow 
out of everything he can get. 
Chiseling is a great game. When 
we get well chiseled ourselves, 
then we wake up and figure out 
how we can chisel the other fel- 
low in order to get even. So one 
of the games of the times is the 
art and pastime of chiseling each 
other. 

x * x 

When one comes to think of it, 
this is a national pastime. Some 
nations are past grand masters 
at chiseling. Just after the war, 

nations issued _ their 
(Continued on page 70) 
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A REGULAR FEATURE 
OF HARDWARE AGE 








How’s ne Hardware Business? 


Mr. James interprets for 
hardware men, such basic 
factors as, crop outlook, 
freight car loadings, circu- 
lation of money, building 
progress, employment, etc. 
He also deals with specific 
price trends, demand for 
merchandise, shortages 
and future outlook as re- 
flected by his study of the 
national hardware market 
situation. 











May 24, 1932. 
Retail Ordering Improves 


ELATIVELY good May retail 
R activity on seasonable hard- 
ware and supplies, is the re- 
freshing report from the offices of 
some of the larger wholesalers. There 
has been for over a month a steady 
maintenance of item volume well ahead 
of the sales of the first quarter, though 
dollar sales are still held down by re- 
duced values. The lessening frequency 
and severity of price declines clearly 
indicates that much hardware is ap- 
proaching the end of its deflation, and 
that further serious inventory losses for 
either wholesaler or retailer can be 
avoided. 


Meeting Price Competition 


There is evidently sincere effort by 
some large distributors to place in the 
hands of their dealer customers all im- 
portant hardware lines needed to meet 
mail-order and chain competition—in 
point of quality, price and sales ap- 
peal. Frequently this can be done with 
fair profit to all concerned, but on some 
leaders the margins have to be reduced 
to barely cover the handling and pro- 
motion. Such sales can be and should 
be handled largely on a cash basis. 

Experience has proved that volume 
is really phenomenal on such popular 
goods when rightly priced and dis- 
played before the everyday buyers in 
any town. Interested jobbers com- 
plain, however, that many retailers, 
who ask for and receive low prices to 
meet the catalog houses or the chains, 
spoil both the volume and effect of 
their sales by foolish mark-ups of pric- 
ing—far above the competition they 
can and should match. 

In general, manufacturers supplying 
hardware distributors are still drag- 
ging bottom in both sentiment and op- 
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by STEWART JAMES 


erations. Such buying as is reaching 
them is in frequent small doses—which 
can be readily supplied from the fac- 
tory stocks—or if made to order, affords 
no economical volume for production. 
It is probably too much to expect that 
the larger mills can see any sunshine 
until their tonnage customers—the rail- 
roads, the motors and the building 
trades—again enter the market as buy- 
ers. But many a smaller factory is 
kept busy and cheerful by steady de- 
mand from its jobbers for the necessi- 
ties of house and garden, for sports 
equipment, or for daily staple needs of 
the “average citizen” who still has 
money to spend when the value is ap- 
pealing. 


Washington Gets to Work 


The national picture of interlocked 
politics, finance and industry remains 
unsettled, so long as Congress is in 
session with its chief job yet undone. 
Leaders at Washington confess rue- 
fully that they have “heard plenty from 
home” about their delays and jockey- 
ings of the recent past, and there is 
still hope for a rallying of cooperative 
and intelligent effort toward completed 
action before the June adjournment. 

A bi-partisan project to increase 
borrowing power of the Reconstruction 
Finance Corporation by $1,500,000,000 
has apparently been agreed upon be- 
tween the Administration and Demo- 
cratic leaders in Congress. Three hun- 
dred million of the $1,500,000,000 is 
to be available for public and private 
loans to assist enterprises of a produc- 
tive character, including $40,000,000 
for agricultural export relief. The bal- 
ance of the money is projected to aid 
public construction, and thereby to 
provide increased employment. Indus- 
try generally is waiting not only for 
the balancing of the budget, but to see 
what the specific means of raising rev- 
enue will be, what sort of tariffs will 
be adopted, and how unemployment 
aid will be solved. 


Banking Stability Reassures 


Federal reserve and treasury leaders 
hope that millions of dollars tied up 
by bank suspensions will be released 
to depositors during the next few weeks 
by reopening of banks. Continued re- 





establishment of normal banking fa- 
cilities may be expected to help revive 
general confidence, lessen distress and 
assist business in all areas. 

The banking situation already 
has improved to the extent that 
in April twelve national banks 
were able to reopen, while only 
six closed. In March there were 
forty-five bank suspensions and 
twenty-eight reopenings. De- 
posits of banks that reopened in 
March were approximately as 
large as deposits in those that 
suspended. 

During the week ending May 
14, there were’ twelve bank 
suspensions, while seven banks 
reopened. These figures con- 
trast strikingly with those of pre- 
vious periods, for in 1931, the 
ratio of closed banks to re- 
opened ones was sixteen to one. 

Postal savings on April 30 reached 
an all-time new high when the amount 
on deposit totaled $713,866,528. On 
March 31 there were $697,279,745 in 
postal savings, This increase was at a 
rate much less than for several months 
preceding, which indicates the desir- 
able condition of growing confidence 
in and use of other and usual banking 
facilities. 


Business, Defaults Fewer 


Business failures in April numbered 
2548 against 2593 in March and 2152 
in April, 1931, according to Brad- 
streets. While the April total was 
smaller than a month ago the aggre- 
gate liabilities were somewhat larger. 
For the week closing May 14 business 
failures in the United States numbered 
662, against 601 and 670 the preceding 
two weeks, and comparing with 516 a 
year ago. 


Steel Output Remains Level 


Steel producers are encouraged by 
several consecutive weeks of steady 
output at 24 per cent of capacity. Low 
and unremunerative as that rate is, the 
maintenance of even production is a 
happy contrast to the successive drops 
of early 1932 and previous, and the 
percentage is a gain of about two points 
from the bottom of the dip. The sec- 
ond general steel wage reduction, 15 
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per cent, is now in effect, following the 
10 per cent cut of Oct. 1—and there is 
an evident intention that this saving 
shall not reflect itself in reduced prices. 
The industry made three wage reduc- 
tions in the 1921 depression. 


Quietness in Steel Demand 


Signs of improved demand for steel 
users are few and scattered. One of 
the most encouraging is the announce- 
ment from Detroit that Chevrolet deal- 
ers reported 85 per cent more cars sold 
at retail in April than in March, and 
that April sales were 6000 units great- 
er than production. The moderate 
gain in automobile steel requirements 
is supplying barely enough upturn to 
offset further lapses in general struc- 
tural, railroad and industrial calls. For 
example, the value of heavy engineer- 
ing contracts awarded throughout the 
United States in the first week of May 
totaled $22,658,000, about $1,000,000 
under the weekly average in April. 
The average weekly total in May, 
1931, was $54,458,000. 

General building activity during 
April, however, showed an increase of 
19.7 per cent over March with a vol- 
ume of $52,079,621 in building per- 
mits issued, according to S. W. Straus 
& Company of Chicago. Despite this 
increase over: the preceding month, 
April permits were 30 per cent below 
the same month last year. 


Crops and Farm Affairs 


Bradstreet’s summary states that 
crops, except winter wheat, generally 
appear to be in a favorable condition, 
although in some areas the needed 
warmer weather was very much be- 
lated. Reports dealing with the wheat 
crop declare that it will be lighter than 
for years past. Winter wheat in the 
Southwest has had insufficient rain and 
heading is slow and poor. 

Corn acreage in the Middle West 
and West has been reduced because of 
the extremely low prices obtained for 
the crop. Cotton planting has been 
nearly completed. This is one of the 
few staples where world consumption 
is running ahead of 1931, though still 
so far below normal that a large carry- 
over cannot be avoided. The price is 
not far from the lowest on record. 

The United States had a favorable 
foreign-trade balance of only $9,000,- 
000 during April, and cotton exports 
continued to hold up, supplying a sub- 
stantial portion of the total; $20,518.- 
000 worth of cotton was exported last 
month. 

A 500,000,000-lb. tobacco crop-—the 
‘smallest in seven years—is in prospect 
on the basis of farmers’ intentions to 
plant, reported May 12 by the Depart- 
ment of Agriculture. The acreage is 
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27 per cent less than last year’s harvest. 

Livestock prices are at the lowest 
in years. Hogs; for example, slipped 
on May 10 to a new bottom figure since 
January, 1899. 


Car-Loadings Down Again 

Freight car loadings in the first 
week of May dropped 20,335 cars 
from the last week of April. The total 
of 533,677 cars for the week was one 
of the smallest this year. Industrial 
traffic held up the best. Merchandise 
was slightly ahead and the “miscel- 
laneous” group showed a rather mod- 
erate decline. Coke was also up. 
Slumps in grain, coal, ore and livestock 
held down the total. Decrease from 
1931 was 212,063 cars, nearly 30 per 
cent. There was a drop of 398,699 
cars from 1930. 


News Notes of Interest 


Early figures on the value of depart- 
ment store sales show a considerably 
larger increase in April over March 
than the estimated seasonal amount. 
The Federal Reserve index was 81 in 
April (on basis of the 1923-1925 aver- 
age as 100) compared with 78 in Feb- 
ruary and 72 in March. 

Sales of 17 chain-store groups and 
mail-order companies operating retail 
stores, as reported for April, aggre- 
gated $93,952,689, compared with 
$108,129,786 for April, 1931. For the 
first four months of 1932 sales of the 
same companies were $332,750,637, as 
against a 1931 total of $365,706,204. 

Montgomery Ward sales for April 
were $16,168,559, compared with $20,- 
558,449 a year ago, a decredse of 21.35 
per cent. This result was obtained with 
56 fewer stores. There are now about 
500 Ward stores altogether. The com- 
pany feels that since commodity prices 
at wholesale are about 18 per cent be- 
low this time last year, the April show- 
ing is satisfactory. For the four 
months to April 30 Ward’s sales were 
$54,213,952, compared with $70,024,- 
785, a decrease of 22.58 per cent. 

Some of the tool manufacturers and 
a very few leading jobbers are making 
available to the hardware retailer a 
new line of household and carpenters’ 
tools, meeting in price, quality and ap- 
pearance the more popular mail-order 
offers. Dealers sometimes feel that 
there is “no tool business” in their 
town, while the tool departments of 
the mail-order outlets are doing a nice 
volume. The hardware merchant can 
now hold this trade, and still realize a 
very fair margin of profit. 

In commenting upon sales of lawn 
mowers a large wholesaler acknowl- 
edges the trend of demand this season 
toward the low-priced leaders, but re- 
ports the call for higher grades some- 
what better than expected. Dealers 


interested in meeting the mail-order 
specials are finding excellent machines 
available at low cost, and with a rea- 
sonable margin against the largest 
competition. 

Present low prices on manila and 
sisal rope are expected to continue, as 
customary, throughout the present 
quarter. Mexican sisal fiber is reported 
higher in price, simply by fiat of the 
Mexican government monopoly, and re- 
gardless of low demand and very large 
stocks at the shipping ports. Manila 
hemp, on the contrary, is easy—with 
little change from the low levels on 
which April 1 rope prices were estab- 
lished. American consumption of rope 
and fiber is very low, and the usual 
spring increase was largely missing. 

The two larger manufacturers of 
steel animal traps have announced new 
prices, effective June 1, which will av- 
erage 10 per cent higher than last 
year. Jobbers will doubtless soon fol- 
low the advance, depending upon the 
condition of their stocks, but retailers 
are given a brief opportunity by some 
wholesalers, to protect themselves by 
placing orders now, to be shipped later. 

Electrical departments advise that 
rubber covered code wire advanced 
about 5 per cent. Dealers everywhere 
are said to be rather freely placing fu- 
ture orders for low-priced electric 
fans. One of the leading makers of 
electric mixers has added a food chop- 
per attachment for the mixer, to list 
at $5. 

Screen door grilles, adjustable to 
standard size doors, and designed to 
protect the wire cloth from bumps and 
kicks, are a growing spring seller. 
Dealers report nearly 100 per cent re- 
sults when they mount the grilles on 
the doors, and offer in a complete unit 
with each door sold. 

A “depression boom” is reported in 
the washing machine industry, result- 
ing from the new household economies 
of people who formerly were consid- 
ered wealthy. The change in the mar- 
ket is illustrated by the fact that in 
New York a department store serving 
exclusive trade has stocked washing 
machines on Fifth Avenue. 

Washers formerly were bought large- 
ly by wage-earners’ wives for labor- 
saving purposes, but many of these 
families have passed out of the buying 
picture. Today’s demand is coming 
from the great middle-and-better buy- 
ing class, who, for the first time, in 
many cases, are giving direct attention 
to every item of household expense. 

The occasional hardware merchants 
who have gone along in the past with- 
out giving the larger utilities, like 
washing machines, electric refriger- 
ators, and stoves, a space in their 
store, are passing up a ready oppor- 
tunity for added volume. 











There 
Are 


by L. W. MOFFETT 


Washington Representative of 
Hardware Age 


EW cooperative or volun- 
Hi: chains are found in 

the retail hardware field, 
compared with the wide spread 
of this movement in the grocery 
and drug fields. However, it 
must be remembered that from 
the standpoint of age and num- 
ber of such groups organized, 
the hardware trade is still young 
when compared to the other two 
groups. Obviously intended to 
effect lower buying costs, such 
hardware organizations quickly 
learned that better merchandis- 
ing~methods were equally as vi- 
tal and that more advertising 
and better planned selling cam- 
paigns had to be included in 
their basic plans. These are 
some of the outstanding hard- 
ware facts brought out in the re- 
cent investigation on chain store 
operations conducted by the 
Federal Trade Commission. The 
hardware chain situation, which 
is just one part of the complete 
study made by the Commission, 
was the feature of a recent re- 
port installment. 


990 Retail Stores 


The report includes such lim- 
ited information and data as 
were procured from six retailer 
cooperative hardware chains hav- 
ing a total membership of 990 
retail stores, The total net sales 
for five of the cooperative hard- 
ware chains, excluding the one 
small buying and advertising 
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FEW Voluntary 


Such Activity Has Limited Numbers and Is of Recent 
Development Compared to Drug and Grocery 
Fields, Federal Trade Commission Discloses— 
Need of Better Merchandising Methods Seen 
Equally as Vital as Intended Buying Advantages 


group that does not operate a 
warehouse, amounted to $6,058,- 
000 in 1929. The net cost of the 
goods sold in that year amounted 
to $5,143,000, thus producing a 
gross profit of $915,000, or ap- 
proximately 15 per cent on 
wholesale sales. 


Buy and Distribute 


The hardware cooperatives 
are, in general, organized in 
much the same way as the drug 
cooperatives, and like the latter 
perform few functions or services 
for the ,retail members other 
than buying and distributing 
merchandise to their members 
at reported reduced costs. 

The report points to the his- 
tory of the Hall Hardware Co., 
Minneapolis, Minn., as being 
fairly typical of the organization 
of other cooperative groups of 
retail hardware dealers. About 
18 years ago this company was 
organized by about 20 retail 
hardware dealers who agreed 
that steps should be taken to 
meet competition in the form of 
underselling by mail order 
houses and hardware depart- 
ments in department stores. The 
retailers believed that the prob- 
lem could be solved through the 
pooling of orders by the group 
in order to get the advantage of 
larger buying power and more 
efficient buying methods. 


Due to the opposition of 
wholesalers and the skepticism 
of manufacturers, the report 
says, the organization did not, 
at first, meet with much success 
as a cooperative buying associ- 
ation. About a year later the 
group established a warehouse 
and “the organization began to 
operate with increasing success 
along the lines of a regular 
wholesale house. As time passed 
it became apparent that increased 
buying power alone was not sufh- 
cient to meet the competition of 
mail order houses and depatt- 
ment stores. The company then 
developed a service department 
to increase the retailers’ efficiency 
in merchandising and selling. 
Continuotis improvement in the 
methods of the retailers along 
these lines were reported by off- 
cials of the company. 

The oldest reporting retailer 
hardware group is the Franklin 
Hardware Co., Philadelphia. The 
other reporting groups are the 
Southwest Hardware Co., Los 
Angeles; the Northern Hardware 
Co., Portland, Ore.; the Wiscon- 
sin Hardware Co., Madison, 
Wis., and the Anchor Hardware 
Stores, Kansas City, Mo., the 
latter consisting of 11 retailers, 
who operate as an advertising 
and buying group and do not op- 
erate a warehouse. The six re- 
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HARDWARE CHAINS 


porting groups have an average 
membership of 165 store mem- 
bers. 

Five cooperative hardware 
chains cited a total of 14 reasons 
for their organization. Most of 
the answers involved the buying 
of merchandise at lower prices, 
direct from manufacturers. The 
benefit from exchange of ideas 
in merchandising was among 
other reasons given for organ- 
ization. 


All Are Incorporated 


All of the six cooperative 
hardware groups are incorpo- 
rated. The financing of their ac- 
tiyities is done chiefly through 
stock subscription and initiation 
fees. Four of the six companies 
require initiation fees ranging 
from $50 to $200. Five of the 
groups require members to pur- 
chase a minimum amount of 
common stock in the organization 
which for several companies va- 
ries from $125 to $500. Only 
one cooperative hardware organ- 
ization requires retail members 
to use a uniform store sign. 
Very few of the members in the 
cooperative hardware groups op- 
erate cash and carry stores. 

The cooperative organizations 
report some progress in their at- 
tempt to limit the number or 
variety of items carried by retail 
members, while four do nothing 
in this regard. The members of 
the largest cooperative hardware 
organizations have voted in con- 
vention to simplify stocks and 
develop quantity buying power 
by requiring members through 
contract to carry all lines of cer- 
tain brands of merchandise,_in- 
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cluding paints and varnishes, 
steel goods, cutlery, furnaces 
and ammunition. It is believed 
by this group that this plan 
which is along the lines of the 
practices of the chains is the only 
plan that will reflect the real 
strength of the organization. 
Three of the companies sell 
only to members while three sell 
to both members and non-mem- 
bers. In two instances, non- 
members get the same prices as 
members; in the third case, 
goods sold to non-members carry 
a higher markup. Any profits 
accruing from sales to non-mem- 
bers are apportioned among 
members along with profits of the 
entire business. All companies re- 
ported that they operated their 
entire sales on credit. No com- 
pany reported any delivery ser- 
vice either free or with a charge. 
Four out of five cooperatives 
said they had difficulty when 


Reports from the six cvoper- 
ative companies show that the 
gross percentage added by them 
to invoice cost of goods pur- 
chased ranges from 3 per cent 
to 25 per cent with an average 
of 152/3 per cent. A cash dis- 
count of 2 per cent is allowed 
to members by three cooperative 
groups, while a fourth allows 3 
per cent. The cash discount va- 
ries from 8 days to 25 days, 
with two of the companies fixing 
the period at 15 days. 

Leaders are used by three co- 
operative hardware chains. One 
company reports a plan whereby 
approximately 30 leaders carry- 
ing an average markup of 10 per 
cent are chosen by a committee 
of the members and offered for 
a five-day period each 30 days. 
The leaders of this cooperative 
are advertised by direct mail 
circulars. While the use of these 
leaders is optional with the mem- 





i ion is not theory, endorsement nor propaganda for 
or against the principles involved in the operation of 


voluntary hardware chains. 


Here are just the cold facts 


on the progress to date as uncovered by competent U. S. 


Government investigators. 





first organized in securing whole- 
sale discounts from manufac- 
turers and the same four indi- 
cate that they still have trouble 
in this respect. According to 
these concerns, a number of 
manufacturers refuse to recog- 
nize or sell to a cooperative 
group on the jobber basis. 


bers about 50 per cent make use 
of them regularly. 

In marked contrast to the 
grocery group cooperatives the 
hardware groups apparently do 
little advertising. Only one 
hardware group reported the reg- 
ular use of newspaper advertis- 

(Continued on page 64) 
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SERVIC 
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C-L-E-A-R-A-N-C-E 
of 
Lawn Mowers 


$().00 


The biggest lawn mower value 
we've seen this summer! Sturdi- 
ly built (Brand Name) Mowers 
that are famous for their keen 
cutting, easy running features 
and their amazing long wearing 


qualities. Has four revolving 
crucible steel cutting blades 
with saw _ steel bed knife — 


chrome alloy ball bearings—10 
inch diameter wheel. Extra 
heavy % inch shrub bar. Heavy 
riveted and securely put to- 
gether, this mower will last for 
years. 


YOUR STORE NAME 











ee 











Jul 


= 
Sale 


Sale On 
to Greater 
Savings ! 
Buy These 
SATURDAY 
SPECIALS 





(List Specials 
with Prices) 
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YOUR STORE NAME 





HARDWARE AGE 


ADVERTISING SERVICE 


By Samuel Kalp 


HOW TO USE 


The illustrations, layouts and ads supplied with this service are especially 
planned to help every hardware store make its advertising more practical 
and effective by the liberal use of human interest illustrations. Copy is 
always supplied in so far as it is practical for use by all of our clients. 


The description and pricing of the items must necessarily be left to the in- 
dividual store in most cases. In writing the descriptions to give to your 
printer with the supplied ad layout keep in mind that brief, to the point 
descriptions are the most effective. The style, size, colors, unusual fea- 
tures or special economies effected by the use of the item should be given. 
If greatly reduced, it is sometimes desirable to show former as well as 
reduced price. If any question arises concerning the use of these ads, write 
us. You’ll find us willing to help you sell more hardware at all times. 


HOW TO ORDER 


If you have local stereotyping facilities, request the complete sets of mats 
of all the advertising illustrations on these two pages, inclosing your check 
for $1.25. If you need mounted cuts order them by number given under each 
cut, listing the numbers in a column. Figure the charge of 35c. for each 
cut when less than ten cuts are ordered; when ordering ten cuts or more 
ne the charge at 30c. for each cut ordered. Inclose check with order, 
please—this saves bookkeeping of small amounts. Send all orders to 


HARDWARE AGE ADVERTISING SERVICE 
239 W. 39th St. New York City 


(All Ads Are Planned Six Weeks in Advance to Give You Ample 
Time to Order Illustrations) 












o¢geslions 


You’ll be amazed at the many items you can obtain at (Store 
Name) to keep your home cool and help you to really enjoy the 
summer. We're specialists in hot weather needs“for the home— 
fine quality merchandise at FAIR PRICES. 


Ice Cream Freezers 


$0.00 


(List Items A mighty fine ice cream freeser that has 
° s ample space for ice between the wooden tu 
with Prices) and can, insuring quick and thorough 
freezing. Tub of white pine wood—water 
“tight, bound with two electric welded hoops, 
galvanized iron gear frame—steel tin plate 
can with tinned cast iron beater—two self- 
adjusting wood scraping bars—2 at. size. 


00 Qt. Fireless Cooker 


A wonderful summer Se. 
convenience for the 

home or camp. Heavy AA 
metal container well 
insulated—will retain 
heat for hours pro- 
viding an even tem- 
perature. The differ- 
ent compartments en- 


(List Items 
with Prices) 








Electric Stove 
$0.00 


A high grade, one 
burner, hot plate made 
of sheet steel, finished 
in triple baked black 
enamel with all nickel 
plated legs. Size 9x9 
x5% inches, Alter- able you to cook an 
nating or direct cur- entire meal at one 
rent. Complete with time. Prepare dinner 
6 ft. heater cord and in the morning, en- 
attachment plug. joy the day. 
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ADVERTISE—Make Sure Shoppers Know 
About Your Clearance Values—ADVERTISE 


“LY SE 
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Buy More! 





mee 
y” N 





Save More! 


Never in our History have we been able to offer such remarkable 
values to you as during our great July Sales this year. Sales at 


the lowest prices you will be 
come—maybe in your lifetime. 


able to obtain 








A 26-Pc. Luncheon 
Set, $0.00 


Set consists of 6 tea 
cups, 6 saucers, 6 
6-inch bread and but- 





(List Items 
With Prices) 








ter plates, 6 9- inch 
dinner plates, vegetable 
dish, meat platter. 














eled 








YOUR 


lining—modern 
plated heavy 
insulated to maintain proper temperature 
for safe food preservation. 

00 Ibs., dimensions (...... ) 


STORRS 


brass hardwe 





them for years to 


Electric Fan 
$0.00 


An outstanding fan at 


this low price. A 10- 


inch stationary fan with 
black enameled base. 


4 Clearance of Refrigerators 


$00.00 


All steel, all enameled refrigerators at 
about one-half the price you usually see 
such high grade refrigerators. White or 
grey enameled outside with white enam- 
designs, _ nickel 


ure, heavily 


Ice capacity 


NAME 
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ADVERTISING 
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TENTS 


For a Real Outing 


$00.00 


A popular favorite among camp- 
ers—built to give satisfaction 
and sold at a remarkably low 
price. Made of excellent quality 
duck thoroughly waterproofed 
by the best known treatment— 
adding strength and life to the 
fabric. All seams double stitched, 
special reinforcements where 
extra strength is needed. Com- 
plete with poles, ropes, stakes 
and wooden keys. Size (....-. ie 


YOUR STORE NAME 























If you are—there’s no place like (Store Name) to get your 


i supplies. We've got everything real sportsmen 
the way of up-to-date fishing equipment—everything of the 
fine quality that is sure to give satisfaction. 


Silk Casting Line 


Bambo Casting Rod 


2-piece casting rod, six strip (List Fishing Sup- $0. 


split and glued bamboo, short 


butt and long tip; wound | plies with Prices) 


with silk and _ varnished. 
Nickel plated mountings, solid 
cork hand grip and forward 
grip—medium weight. 


YOUR 


STORE 


One of the ve 


demand in 


00 


ry finest lines 


made at any price. Braided 
from the best grades of special 


Japan silk over a pure Japan 
silk core. Waterproofed by a 


special process. 


N AME 











CANOES 
$00.00 
Open Gunwales 


A very high grade Canoe de- 
signed for general canoeing with 
broad beam for stability and 
carrying capacity. The Gun- 
wales are of selected spruce, 
ribs and planking of cedar, 
natural varnish finish. Closely 
woven heavy canvas, with a 
special paint makes a smooth 
glossy surface. The graceful 
lines and fine finishing make it 
a real beauty. Paddles easily 
and fast. Colors ...... , size 
ee » WEIBEIG 0 ccisce 


Paddles 
$0.00 


Made of Basswood, these paddles are well 
balanced and properly shaped with a broad 
6-inch blade to give maximum power with 
each stroke. Very strong straight grained 
stock, but light in weight—length (——). 


YOUR STORE NAME 
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ings, Current Jobbers and 
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Trade of the 
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MILL SUPPLY GROUPS UNITED IN 
CONDEMNING ANTI-TRUST LAWS 


Kelly-Capper Bill Advocated—New Officers Elected 


ECKLESS competition has 
R aggravated the problems 

of the depression in the 
belief of the 420 member com- 
panies of the American Supply 
and Machinery Manufacturers 
Association, the National Suppiy 
and Machinery Distributors As- 
sociation and the Southern Sup- 
ply and Machinery Distributors, 
which adopted a resolution at 
their joint convention in Cincin- 
nati, May 2 to 4, calling upon 
Congress to appoint a committee 
to investigate the working of our 
anti-trust laws to the end that 
some means may be found to 
amend these laws so that des- 
tructive competition can be elim- 
inated or minimized. 





H. H. KUHN 
Reiring President N. 8. & M. D. A. 


Declaring that “the consumer 
is not entitled to a price that has 
not first afforded a fair profit to 
every necessary and _ efficient 
agency of both manufacture and 
distribution,” the resolution 
stated that under existing laws 
the sellers are “denied equal 
privileges with buyers in deter- 
mining economic levels of price 
and production.” It was de- 
clared that correction of this 
condition is necessary for the 
restoration of economic equilib- 
rium. 

Nelson 
member of the 
Commission, in an address to the 


former 


B. Gaskill, 
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Federal Trade 








| cost 





joint convention, stated that re- 
covery of a normal business vol- 
ume at present price levels would 
not restore prosperity. While lie 
did not suggest price pegging or 
illegal price agreements, he 





F. SEYMOUR 
President A. S. & M. M. A. 


H. 


pointed out that the present so- 
cialistic trend in government, 
which causes an increasing tax 
burden on industry, is directly 
opposed to the anti-trust law 
theory of promoting competition. 
Mr. Gaskill said that industry 
should be permitted to assure 
itself a profit by requiring the 
individual seller to observe his 
as the minimum selling 
price. “Such a_ system,” he 
pointed out, “would substitute 
for the present unlimited free- 
dom of competition a new char- 
acter of competition, regulated 
to conserve the public interest 
in profit.” 


Kelly-Capper Bill Advocated 


Advocacy of the Kelly-Capper 
bill or some similar means of 
giving legalized support for man- 
ufacturers’ resale prices came 
from Frank Collins, president, 
Toledo Pipe Threading Machine 
Co., Toledo, Ohio; Wylie K. 
Lee, president, Clipper Belt 
Lacer Co., Grand Rapids, Mich., 
and William E. Cross, vice-pres- 
ident, Victor Saw Works, Inc., 
Middletown, N. Y. 











David C. Jones, Lunkenheimer 
Co., Cincinnati, president of the 
manufacturers’ organization, pre- 
sided at the opening joint ses- 
sion. H. H. Kuhn, the Hard- 
ware & Supply Co., Akron, O., 
president of the National associ- 
ation, and Fred W. Glover, the 
Textile Mill Supply Co., presi-' 
dent of the Southern association, 
spoke at this meeting. 


New Officers Elected 


Much of the time at the con- 
vention was devoted to group 
meetings and to discussions of 
various distribution problems. 
The convention was concluded by 
the annual elections of officers, 
which resulted as follows: 

The National Supply and Ma- 
chinery Distributors Association 
élected H. E. Ruhf,; Cleveland 
Tool & Supply Co., Cleveland, 
president; E. B. Hunn, the C. S. 
Mersick & Co., New Haven, 
Conn., and W. T. Todd, Jr., 
Somers, Fitler & Todd Co., Pitts- 
burgh, vice presidents; H. H. 
Kuhn, retiring president, The 
Hardware & Supply Co., Akron, 
Ohio, chairman of the executive 
committee. Other members of 
the committee elected were R. C. 
Duncan, R. C. Duncan Co., 
Minneapolis, Minn.; Wendell H. 
Clark, Samuel Harris & Co., Chi- 
cago, and A. B. Paull, Beals, 
McCarthy & Rogers Co., Buffalo. 

The Southern Supply and Ma- 
chinery Distributors Association 
elected W. M. Given, Young & 
Vann Supply.Co., Birmingham, 
president; W. W. Taylor, Ar- 


kansas Mill Supply Co., Pine 
Bluff, Ark., and C. C. Krueger, 
San Antonio, vice presidents. 
Fred W. Glover, the Textile Mill 
Supply Co., Charlotte, N. C., re- 
tiring president, was made chair- 
man of the executive committee, 
to which were added T. W. 
Lewis, Lewis Supply Co., Mem- 
phis; G. C. Weaks, Weaks Sup- 
ply Co., Monroe, La., and G. C. 
McAllester, Macon, Ga. Alvin 
M. Smith, Smith-Courtney Co., 
Richmond, Va., was _ reelected 
secretary. . 

The American Supply and Ma- 
chinery Manufacturers Associa- 
tion elected H. F. Seymour, 
Columbian Vise & Mfg. Co., 
Cleveland, president, succeeding 
David C. Jones, the Lunkenheimer 
Co., Cincinnati. J. Harvey Wil- 
liams, J. H. Williams & Co., New 
York, and W. T. Kilborn, Pitts- 
burgh Screw & Bolt Co., Pitts- 
burgh, were elected vice presi- 
dents. William H. Fisher, Cham- 
bersburg, Pa., was elected treas- 
urer, and R. Kennedy Hanson, 
Pittsburgh, was reelected secre- 
tary-manager. Executive com- 
mittee elected includes Geo. H. 
Halpin, Minnesota Mining & 
Mfg. Co., St. Paul; Wylie K. 
Lee, Clipper Belt Lacer Co., 
Grand Rapids, Mich.; C. O. 
Drayton, Graton & Knight Co., 
Worcester, Mass.; K. G. Merrell, 
M. B. Skinner Co., South Bend, 
Ind.; B. A. Keiley, R. & J. Dick 
Co., Passaic, N. J., and W. C. 
Allen, Black & Decker Mfg. Co., 
Towson, Md. 





MASTER PAINTERS MEET 
IN HARTFORD, CONN. 


~ One hundred master painters 
from Hartford, Conn., and vi- 
cinity were guests of the Pitts- 
burgh Plate Glass Co., paint di- 
vision, Milwaukee, Wis., at a 
dinner recently held at the Hotel 
Bond. The meeting was held for 
the purpose of promoting coop- 
eration between painters and 
paint manufacturer. Demonstra- 
tions showed latest paints, color 
schemes, brushes, etc. Moving 
pictures were a feature of the 
evening. Surface protection was 
the subject of an address by 
Horace W. McCaffrey, of the 
company’s general offices. 
Ernest. W.. Nelson, Hartford, 





president, Connecticut Council, 
International Society of Master 
Painters and Decorators outlined 
the benefits of membership. The 
painters pledged support in en- 
couraging property owners to 
paint their homes. 





H. M. STONE REPRESENTS 
SIMMONS HARDWARE CO. 


Hugh M. Stone, former vice- 
president, Peden Iron & Steel 
Co., Houston, Tex., has become 
associated with the Simmons 
Hardware Co., St. Louis, Mo., 
wholesale distributors. He will 
continue to reside in Houston and 
will act as a special representa- 
tive for the Simmons Hardware 
Co. in the state of Texas. 
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PATENT NOVELTY BUYS 
MODERN BRUSH CO. 


F. W. Dana, president, Patent 
Novelty Co., Fulton, IIl., has an- 
nounced the purchase of the en- 
tire good will, equipment and 
stock of the Modern Brush Co., 
Davenport, Iowa. The company 
purchased has been making mops 
and brushes of every description 
for many years and was owned 
by D. MacDonald of Davenport, 
who will now be associated with 
the Patent Novelty Co. Mr. 
MacDonald has had a wide sales 
experience in the brush field, as 
he has been connected with this 
industry for the past twenty 
years. All equipment has been 
moved to Fulton, and is being 
set up immediately. It is ex- 
pected that production will be- 
gin at once. 


OPENS BRANCH STORE 


W. C. Lyon, Durham, N. C. 
operator of the W. C. Lyon & 
Co. hardware store in that city 
has purchased the Orange Hard- 
ware store in Chapel Hill, N. C. 


J. R. M. ADAMS CO. 
ENLARGES STORE 


The J. R. M. Adams Co., Bal- 
timore, Md., hardware dealers 
has leased the store front build- 
ing at the northwest corner of 
Franklin and Eutaw Streets, 
which will be joined to the com- 
pany’s present quarters at 404- 
10 Franklin Street. , 





DILL, SALES MANAGER, 
ERIE BOLT & NUT CO. 


James M. Dill, for the past 12 
years manager of steel castings 
sales of the Erie Forge Co., 
Erie, Pa., has resigned to be- 
come manager of sales of the 
Erie Bolt & Nut Co., Erie, Pa. 
He succeeded Harry O. McCully, 
who is to become general sales 
manager of the Russell, Burd- 
sall & Ward Bolt & Nut Co., 
Port Chester, N. Y. 

Mr. Dill was with the Electric 
Steel Co., Chicago, IIl., as sales 
manager before going with the 
Erie Forge Co. Mr. McCully be- 
came identified with the Erie 
Bolt & Nut Co., following his 
discharge from the army after 
the world war and since 1930 
had been president of the com- 
pany. 

McFATE, ASSISTANT SALES 

MGR., WHEELING DIV. 


William M. McFate has been 
appointed assistant manager of 
sales of the tin plate division of 
the Wheeling Steel Corp., Wheel- 
ing, W. Va. He has been with 
the Wheeling company for sev- 
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eral years and had previously 
been connected with the Detroit 
Steel Corp., Weirton Steel Co., 
and the former Trumbull Steel 
Co., his experience with the tin 
plate industry having started 
with the latter company in 1913, 





CLARKE, SALES MANAGER, 
AMERICAN GAS MACHINE 


R. F. Clarke was recently ap- 
pointed general sales manager of 





R. F. CLARKE 


the American Gas Machine Co., 
Albert Lea, Minn. He succeeded 
E. C. Jorgenson, who recently re- 
signed. 

Mr. Clarke has been associated 
with the company for eight years, 
first as a salesman and then as 
advertising manager. 





GENERAL EQUIPMENT 
AGENT, LINDEMANN & 
HOVERSON 


A. T. Fish, vice-president and 
sales director, A. J. Lindemann & 
Hoverson Co., Milwaukee, Wis., 
has announced appointment of 
General Equipment Corp., 584 
Commonwealth Ave., Boston, as 
exclusive distributor for the 
greater part of the New England 
territory,shandling the complete 
line of L & H electric ranges. 

This division will be in charge 
of L. G. Poe, associated with the 
promotion of electric ranges for 
twenty years. He was sales man- 
ager of the electric range de- 
partment of the A. J. Lindemann 
& Hoverson Company and later 
directed sales of the electric 
range division, Landers, Frary & 
Clark, New Britain, Conn. 


HORACE W. GREEN & SONS 
OPEN NEW STORE 


Horace W. Green & Sons, Long 
Beach, Cal., hardware dealers 
opened new quarters at 528-30 
Pine Avenue, recently. The new 
store occupies a site 50 by 100 
feet, and carries a mezzanine 

















floor in addition to the main 
floor. The firm was established 
thirteen years ago by Horace W. 
Green, who has lived in Long 
Beach for the past thirty-six 
years. For many years he en- 
gaged in the lumber and con- 
tracting business. Three sons 
are associated with Mr. Green: 
Horace W. Jr., Arthur B. and 
George W. Green. 





CLARK, BECKWITH FIRMS 
MERGE BUSINESSES 


The firms of Geo. A. Clark & 
Son, Minneapolis, Minn., distrib- 
utors of hardware and imple- 
ments, was recently merged with 
Geo. C. Beckwith Co., Minneap- 
olis, Minn. The company is op- 
erating under the name of Geo. 
A. Clark & Son, and has taken 
over from the Beckwith company 
the distribution of Copeland re- 
frigerators. Officers of the com- 
pany are: G. Roy Clark, presi- 
dent; Joe J. Gerwe, vice-presi- 
dent; R. W. Hirsch, treasurer; 
J. E. Stone, sales manager, and 
R. C. Colman, manager, refrig- 
eration department. 

The Clark company has been 
in active business since 1879. 





SCHOCKE IS PRESIDENT 
OF EJECTOR TRAP CO. 


J. Harry Schocke, president of 
the recently formed Ejector Trap 
Co., Oneida, N. Y., was con- 
nected for the past seventeen 
years with the Triumph Trap 
Co., Oneida, as assistant sales 
manager. Previous to his con- 
nection with the Triumph organ- 
ization Mr. Schocke was with 
Oneida Community, Ltd., Oneida. 
Henry Schocke is secretary of 
the new company. 





SCHUMACHER IS PRES. 
CONRAD RAZOR, 
BLADE CO. 


Conrad Schumacher is presi- 
dent of the Conrad Razor Blade 
Co., Inc., 36th Street and 47th 
Avenue, Long Island City, N. Y. 
Other officers of the company 
are: vice president and engineer- 
ing director, Irving S. Bodkin, 
vice president and director of 
sales, Charles M. Pritzker and 
treasurer, Anthony J. Chomas. 
Officers of the new company were 
formerly connected with the Gil- 


lette Safety Razor Co., mained 


Mass. 
ISSUE MUNICIPAL GOLF 
COURSE LIST 


The Public Links Section of 
the United States Golf Associa- 
tion, 110 East 42nd Street, New 
York City, has issued a booklet 
on Municipal Golf Courses in 
the United States with statistical 
information. 























BLOOD, VICE-PRESIDENT 
OF BORG-WARNER CORP. 
Howard E. Blood, president 
and general manager of the 
Norge Corp., Detroit, Mich., has 





HOWARD E. BLOOD 


been elected first vice-president 
of Borg-Warner Corp., Detroit, 
Mich., of which Norge Corp. is 
the refrigeration division. 





G. R. BAILEY STARTS 
MANUFACTURERS AGENCY 

George R. Bailey, who has had 
experience throughout the coun- 
try for the past ten years in 
merchandising through wholesale 
and retail channels is now a 
manufacturer’s sales agent, with 
offices at 105 Hudson St., New 
York City. For the past four 
years he has been with the Ten- 
nessee Corp. and has been east- 
ern division manager for Loma. 

Mr. Bailey, will represent non- 
competing lines such as plant 
food, grass seed, insecticide 
sprayers, etc., and will concen- 
trate on the New York metro- 
politan area. He would like to 
hear from manufacturers of any 
of the above mentioned products 
or allied lines. 





PENNVERNON MAN 
WROTE SPECIAL 
GLASS STORY 


In the article entitled 
“Things Worth Knowing 
About Glass,” by Cornelius 
de Witt, which appeared in 
the May 12 issue of Harp- 
wARE AGE, the author’s busi- 
ness affiliation was not given. 

Mr. de Witt is a special 
representative for the Penn- 
vernon Window Glass Factory 
of the Pittsburgh Plate Glass 
Co. His headquarters are in 
the Rochester, N. Y., branch 
of the Pittsburgh Plate Glass 
Co., located at 149-153 State 
St. 
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ROOSEVELT AGAIN PRES., 
NEW YORK PAINT CLUB 


Ralph M. Roosevelt, Eagle- 
Picher Lead Co. was reelected as 
president of the New York Paint, 
Oil & Varnish Club, at the an- 
nual dinner meeting and election 
of officers held at the Down- 
town Athletic Club, New York 
City, May 12. Mr. Roosevelt is 
the only president named for a 


second consecutive term since 
1892. Rolland H._ French, 
Chemical Solvents, Inc., was 


elected vice-president while Rob- 
ert C. Boggess, Spencer Kellogg 
& Sons Sales Corp. was named 
secretary and H. E. Hendrickson 
became treasurer. Mr. Hendrick- 
son gave a report on the treas- 
ury of the club. 

Many members and guests of 
the club gave short speeches, in- 
cluding Otto F. Wischler, Golden 
Gate Paint Club, who extended 
an invitation to the western zone 
convention to be held in July. 
The meeting closed with a pro- 
gram of entertainment. 


BIDDLE PRESIDENT OF 
ST. LOUIS PAINT CLUB 


At the recent annual meeting 
of the St. Louis Paint, Oil & 
Varnish Club, O. J. Biddle, 
Biddle Co., was elected presi- 
dent while F. W. Knoke, Ameri- 
can Zinc Sales Co. became vice- 
president. R. J. Ferree, National 
Lead Co. is secretary and D. L. 
Rummell, Cook Paint & Varnish 
Co. is treasurer. The annual 
May party for the ladies is 
scheduled for May 24 at North 
Hills Country Club 


KLINE AGAIN PRESIDENT 
MASTER LOCKSMITHS 


Charles Kline, East Orange, 
N. J., was again elected presi- 
dent of the American Master 
Locksmiths at the recent meeting 
held at the Robert Treat Hotel, 
Newark, N. J. 

SLATER REPRESENTS 

THE VOLLRATH Co. 


George H. Slater, Los Angeles, 
Cal., was recently appointed 
California representative of The 
Vollrath Co., Sheboygan, Wis. 





BUYS HARDWARE STORE 


L. D. Snell, Devils Lake, N. D. 
has purchased the Mayville 
Hardware store, Mayville, N. D.., 
with Frank Peterson, also of 
Devils Lake. 


FITZGERALD IS PRES. 
SACRAMENTO ASSN. 
R. W. Fitzgerald, Newbert Im- 
plement Co., Sacramento, Cal., 


was recently elected president of 
the Sacramento Valley Retail 
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Hardware Dealers Association. 
Other officers are: vice president, 
Ernest Kruse, Woodland, secre- 
tary, George W. Carey, Sacra- 
mento, and treasurer, Charles W. 


Burchell, Wheatland. 


P. M. HERRON CO. 50 
YEARS IN BUSINESS 


The P. M. Herron Hardware 
Co., Auburn, N. Y., is celebrat- 
ing its fiftieth anniversary in 
business. P. M. Herron, senior 
partner in the firm is still active 
in the business as W. D. 
Ganey, who entered the firm in 
1898. David M. and Charles F. 
Herron entered the partnership 
in 1928. The store is said to be 
one of the first hardware stores 
in the country to introduce the 
open display system. 


is 


OPENS NEW STORE 


The Eighteenth Street Hard- 
ware Co., 18 Street and Minne- 
sota Avenue, Sioux Falls, S. D., 
opened recently under the man 
agement of S. J. Estenson. 


G. B. M. TOWNER FIFTY 
YEARS IN BUSINESS 


George B. M. Towner, Towner 
Hardware Co., Muskegon, Mich., 
reached the half century mark in 
the hardware business on May 5. 
Seven years after entering the 
hardware business he purchased 
the store of H. N. Powell & Co., 
changing the firm name to its 
present designation. The busi- 
ness started in 1867 as a partner- 
ship and changed hands several 
times before Mr. Towner pur- 
chased it. 

Two sons, Russell T. and Dal- 
las Kenneth, and a daughter are 
associated with the organization, 
which was incorporated several 
years ago. 


PURCHASING AGENTS TO 
MEET IN DETROIT 


The seventeenth annual inter- 
national convention and_ exhibi- 
tion of the National Association 
of Purchasing Agents will meet 


at the Book-Cadillac Hotel, De- 


troit, Mich, June 6-8. Among 
the speakers will be Charles 
F. Abbott, executive director, 


American Institute of Steel Con- 
struction, Inc., New York City, 
N. Y., on the topic, “Self Regu- 
lation by Industry.” 





TO OPEN BUSINESS 


Maurice Eaton, Oneida, N. Y., 
has leased a store in Oriskany 
Falls, N. Y., where he will open 
a hardware and plumbing busi- 
ness. 





AUCTION ASSETS OF 
AMERICAN HDW. STORES 


On May 17 and 18 an auction 
sale of the last of the physical 
assets of the American Hardware 
Stores, Inc., Bridgeport, Conn., 
wholesale and retail firm, was 
held. The firm, which began 
business in September, 1916, as 
successor to T. Hawley Co. and 
The Lyon & Grumman Co., went 
into the hands of a friendly re- 
ceivership on Feb. 12, 1932, since 
which date liquidation of the as- 
sets has been carried on. The 
court has granted until Aug. 20, 
1932, for the presentation of 
claims by creditors and the re- 
ceiver, Edwin L. King, expects 
promptly thereafter to pay a sub- 
stantial dividend and apply for 
his discharge. 

During 1931 a general reor- 
ganization was carried out and 
had not volume of sales steadily 
declined it would have been pos- 
sible to carry on in a wholesale 
way as distributor of the out- 
standing lines which the com- 
pany had represented and sold 
for so many years, according to 
Mr. King. 


ASSUMES MANAGEMENT 


Walter L. Wilson, formerly 
connected with the Sparr-Wilson 
Hardware ‘Co., Creston, Iowa, 
has assumed management of the 
Ideal Electric & Hardware Co., 
in that town. He has also been 
traveling in that territory for the 
Drake Hardware Co., Burlington, 
Iowa, for the past 12 years. 


OPENS NEW STORE 


McKinney Hardware, Arnolds 
Park, Iowa, recently opened, un- 
der the management of Mariin 
McKinney. 


BUYS HARDWARE STORE 


Allen Inman has _ purchased 
the hardware store in_ the 
I. O. O. F. building, Hardin, Ill, 
formerly operated by Ernest 
Thompson. 


BUYS BUSINESS 


Burton & Waldon have pur- 
chased the hardware business of 
John Siebold in Deshler, Neb., 
sold at bankrupt auction. 





SAMPSON, DISTRICT 
MANAGER FOR KRON CO. 


Winslow Sampson, for many 
years associated with S. K. F. 
Industries, has been appointed 
the Pittsburgh district manager 
of The Kron Co., Bridgeport, 
Conn. The Pittsburgh offices 
will be located at 302 Penn 
Avenue. 





McKINNEY HARDWARE 
WANTS CATALOGS 


McKinney Hardware, Arnolds 
Park, Iowa, which recently 
started business, requests cata- 
logs on hardware, paint, fishing 
tackle and plumbing lines. 





GUNN-ALKON, AGENTS FOR 
INDEPENDENT LOCK CO. 


Gunn-Alkon, Inc., 207 A 
Street, Boston, Mass., manufac- 
turers’ representatives, has been 
appointed by the Independent 
Lock Co., Fitchburg, Mass., to 
handle its New England terri- 
tory. A full stock of Independent 
products will be kept at the 
quarters of the Gunn-Alkon or- 
ganization. 

TEXAS JOBBERS MEET 

GALVESTON, JUNE 3-4 


The Texas Hardware Jobbers’ 
Association will hold its annual 
convention at the Galvez Hotel, 
Galveston, Tex., June 3 and 4. 
The convention had been sched- 
uled for April 15 and 16, but was 
postponed due to the tragic 
death of Harry G. Black. J. W. 
Tabor, McLendon Hardware Co., 
Waco, is president, and J. P. 
Brewington of the same firm is 
secretary-treasurer of the associa- 
tion. 

° 


IN NEW QUARTERS 


Harrison - Hancock Hardware 
Co., Wytheville, Va., recently 
moved to its new quarters. 


OBITUARY 


THOMAS J. O’NEIL 


Thomas J. O’Neil, Osage City, 
Kan., died May 2, after a long 
illness. Mr. O’Neil served as 
president of the Western Retail 
Implément & Hardware Associa- 
tion in 1892 and was active in its 
activities until his health failed. 











ROBERT N. OVERTON 


Robert N. Overton, owner, 
Overton & Co., Babylon, N. Y., 
hardware dealers, died recently 
at Amityville, N. Y., following 
an appendicitis operation. Mr. 
Overton was mayor of Babylon 
for the past six years. 





E. L. GILMORE 
E. L. Gilmore, 76, senior mem- 
ber of the firm of E. L. Gilmore 
& Co., Youngstown, Ohio, bait 
manufacturers, died recently of 
heart disease. 


DONALD M. RYERSON 


Donald M. Ryerson, chairman 
of the board, Jos. T. Ryerson & 
Son, Inc., Chicago, Ill., died re- 
cently. 
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> |THE ONLY SHOT THAT COUNTS IS THE SHOT THAT HITS |< 











TELEPHONE 385 FURNITURE 


GEORGETOWN TRADING COMPANY 


826 FROMT ST 


a March 22nd, 1932 


Remington Arms Co. 
Bridgeport, Connecticut 


Dear Sirs: 

Recently I purchased from your company one of “~ae knife 
sales cuses, together with complete stock of Remington knives, 
scissors, shears and other items, and after using this case for 
display purposes a little over one month, I find that same has 
increased my sales over 100 #. 


I therefore take pleasure in recommending the purchase of 
this item to any of the local retail hardware stores. 





Yours very truly, 


Georgetom Trading Co. 


_ 6.6 hilary 








SALES INCREASE 100% IN ONE MONTH 


but those dealers who have the courage are 
reaping the rewards. 
Remington Household Knives, Scissors, 


Here’s proof that attractive display of unusual 
values will sell cutlery today. You can’t 





expect to tempt reluctant buyers with old- 
fashioned show-cases containing incomplete 
stocks of mixed brands. But a full line of 
Remington cutlery displayed in a modern 
merchandiser—the Remington Mass Display 
Table—will certainly snap up your sales. It 
never fails. 

There is nothing unusual about the letter 
reproduced here. We receive many similar 
letters from dealers whose sales have in- 
creased phenomenally as soon as the Rem- 
ington Display Table was installed. It takes 
some courage to put in new equipment today 


Shears, and Pocket Knives are the most 
widely advertised lines on the market. Con- 
sumers accept them as the standard of quality. 
At today’s prices they represent remarkable 
values. The Georgetown Trading Company 
and hundreds of others have found that an 
investment in this quality cutlery, with an 
up-to-date means of displaying it, pays hand- 
some dividends. 

Ask your jobber’s salesman about this sure 
cure for slow busi- 

ness—the Remington rf POA BLE 
Mass Display Table. President 





REMINGTON ARMS COMPANY, INC., BRIDGEPORT, CONNECTICUT 
Manufacturers of Arms, Ammunition and Cutlery—Originators of Kleanbore Ammunition 


© 1932 R. A. Co. 
The Greatest Value Ever Offered—The Remington Standard American Dollar Pocket Knife 
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JOINT CONVENTION IN 
ATLANTIC CITY, OCT. 16 

Charles F. Rockwell, secretary, 
American Hardware Manufac- 
turers Association, 342 Madison 
Avenue, New York City and 
George A. Fernley, secretary Na- 
tional Hardware Association, 505 
Arch Street, Philadelphia, Pa., 


have announced that the joint | 


annual convention of the two 
groups will be held in Atlantic 
City, N. J., during the week of 
Oct. 16. 

with full 


hotel and railroad rates will be 


Formal announcement 
information as_ to 


issued in June. 

A report of the convention will 
appear in the Oct. 27, 1932 is- 
sue of HarpwarE AGE. 





DEALERS INVITED TO 
N.E.L.A. EXHIBITION 
just an- 


A special ruling, 


nounced by Secretary A. Jackson 
Marshall, will enable any hard- 
ware merchant in Atlantic City, 
N. J., during the 55th Convention 
and Exhibition of the National 
Electric Light Association, June 
5 to 10 inclusive, to register 
without the payment of the cus- 
tomary $5 registration fee. 

More than sixty exhibitors 
have reserved display space for 





the exhibition, which will be 
open on the afternoon and even- 
ing of June 5 and on the morn- 
ings and afternoons of Monday, 
Tuesday, Wednesday and Thurs- 
day and on the morning of Fri- 
day, June 10. The first business 
session is scheduled for Tuesday 
morning, June 7, and will con- 
clude about 12.30 noon on Fri- 
day, June 10. 


GARDNER PRINTING AND 
CUNEO PRESS MERGE 
The Cuneo Catalog Service 

Co., Chicago, IIll., a division of 

The Cuneo Press, Inc., Chicago, 

was formed by a merger of The 

Gardner Printing Co., Cleveland, 

Ohio, with the catalog service 

division of The Cuneo Press, Inc. 

The new division has issued sn 

attractive booklet announcing 

the merger and showing some of 
the wholesale hardware distril)- 
utor’s catalogs the Gardner and 

Cuneo plants have produced. 

Illustrations show the Chicago, 

Milwaukee, Wis., and Philadel- 

phia, Pa., plants of the organiza- 

tion. 

The company announces that 
it is in position to compile and 
build catalogs for hardware, mill 
supplies, sporting goods, plumb- 
ing, machinery and equipment 
wholesale distributors. G. H. 
Gardner is president of the com- 
pany. 





NEW YORK TO HAVE 


A group of distributors and 
manufacturers of housewares 
have united to sponsor the 
American Housewares Exhibit, 
which will be held at the Penn- 
sylvania Hotel, New York City, 
July 24 to 30 inclusive. Accord- 
ing to the information now avail- 
able, more than 65 manufac- 
turers and distributors of kitchen 
utensils, electric appliances, and 
similar lines have already sig- 
nified their intentions of exhibit- 
ing at the show. 

Until a permanent exhibition 
committee is selected, L. S. 


HOUSEWARES SHOW 
Koch, of the firm of Frank & 


Son, manufacturers of unpainted 
furniture, 160 5th Avenue, New 
York City, is acting as tem- 
porary chairman of the show 
committee. 

The week chosen was selected 
because meetings of several or- 
ganizations having memberships 
interested in merchandise of this 
type will then be in progress. 
Also because the sponsors of the 
show feel that the date is most 
timely for the selection of goods 
to be featured in fall selling 
campaigns. 





MATHIAS KLEIN FIRM 
75 YEARS IN BUSINESS 


The firm of Mathias Klein & 
Son, Chicago, IIl., is celebrating 
this year its seventy-fifth anni- 
versary. Mathias Klein’s origi- 
nal blacksmith shop was located 
in 1857 on the site of the Great 
Northern Hotel. 





TOWN HONORS PHELAN 


Archie Phelan, who represents 
Earle Hardware & Mfg. Co. in 
the New Jersey territory, has 
been elected a member of the 
town council of Woodbridge, 
N. J., where he resides. Archie 
is an active member of the Hard- 





ware Boosters. 


THE STRONG MFG. CO. 
IS REORGANIZED 


The Strong Mfg. Co., Sebring, 
Ohio, manufacturers of porcelain 
enamel products, has been re- 
organized. Manufacturing will 
be resumed shortly with special- 
ization on “Stainless” enamel- 
ware. Officers of the company 
are: President and general man- 
ager, W. U. Pfaeffli; vice-presi- 
dent, J. C. Allen;  secretary- 
treasurer, T. F. Shaffer, and 
sales manager, C. S. Coy. 





FIRM IS DISSOLVED 


The hardware and plumbing 
firm of Wells & Hubbard, Pa- 
vilion, N. Y., has been dissolved 
and will hereafter be known as 
the D. B. Hubbard Co. 











The High Cost of Cheap Imported Lamps 


did corresponding American 
lamps. Public utility records in 
Illinois show that when 30 for- 
eign lamps, many of the carbon 
type, were replaced with lower 
wattage American products, in a 
home, the current costs were re- 
duced 70 per cent in monthly 
light bills. 

Therefore to actually save the 
dime in the purchase of the for- 
eign lamp at 10 cents each, it 
might be necessary for the con- 
sumer to actually receive a 
bonus of one dollar to offset the 
extra current cost. 

Another phase of the Elec- 
trical Testing Laboratories’ tests 
suggests at least carelessness in 
determining the wattage as la- 
beled. Lamps bearing 5 watt 
labels, tested according to. Amer- 
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(Continued from page 37) 
ican requirements, were found to 
rate 8 to 13 watts. 

In discussing the high cost of 
cheap imported lamps, it is well 
to realize that not ,all foreign 
lamps are inferior. Many reputa- 
ble European factories produce 
quality lamps, but the cost of 
them has kept them out of the 
American market. Quality lamps 
are also produced in Japan by 
subsidiaries of American firms, 
but are not distributed in this 
market. The data offered here 
relates specifically to the cheap 
imported lamps. 

While it is true that people are 
in a “price buying” mood today, 
it is equally true that they are 
especially anxious to get their 
money’s worth. The folly of 
buying..lamps.on.a.price .basis.is 


easily proved. The economy of 
using lamps of high quality is 
also easily made clear. Hard- 
ware dealers will certainly wish 
to continue: to handle American 
made lamps, and should not find 
it difficult to convince customers 
that it will pay them to think of 
their lighting bills when they buy 
lamps. 


HARDWARE AGE acknowledges 
the assistance given by the Electrical 
Testing Laboratories in providing these 
reliable data on comparative efficiency 
and costs of foreign and American 
lamps. The Laboratories are main- 
tained by a group of electric lighting 
companies to make exhaustive tests on 
all kinds of equipment and materials 
used on power lines.. Their interests 
are confined to insuring economical 
and efficient consumption of electricity 
for light and power. Preston S. 
Millar, president of the Electrical Test- 
ing Laboratories personally conducted 
two members of the HARDWARE AGE 
Editorial Staff through the extensive 
plant where these tests were made and 
explained each detail to their entire 
satisfaction... pcieg wal aiailbhspiatnentah 
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EOPLE have different ideas 
P as to what they should pay 
for hose, but if they know hose, 
they have just one idea about 


quality— 
GOODYEAR HOSE! 


Fortunately for them, and for 
you, you can offer a complete 
line of Goodyear Lawn and 
Garden Hose to serve any need 


or suit any price requirement. 


The Goodyear Hose line 


is crowned and climaxed by 


TUNE IN: Goodyear invites 
you to hear the Revelers 
Quartet, Goodyear Concert- 
Dance Orchestra and a feature 
guest artist every Wednesday 
night, over N.B.C. Red Network, 
WEAF and Associated Stations 


iS ——4 
= = 
= = 
= = 
— => 


COMPLETE 


LINE 


QUALITY 


HOSE 


that finest hose ever built, 
GOODYEAR EMERALD CORD. 

Double braids of double- 
double cord. Tough, flat-ribbed 
cover. Bright emerald cover. 
Extra-quality in every particu- 
lar, and the most profitable 
hose for you to sell. 

Other Goodyear quality lawn 
and garden hose are Wingfoot, 
Glide, Pathfinder and Elm 
brands. All nationally adver- 
tised at this hose-buying season. 


Order now! 
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How Do You Handle 


China and 
Glassware ? 


EATURING the highest 
Press of china and glass- 

ware obtainable, displayed 
in a manner that just breathes of 
fine quality, the House -Bond 
Hardware Co., Memphis, Tenn., 
is developing an active, profit- 
able basement department. 
Every sale made in this part of 
the housefurnishings department 
represents a substantial amount 
of money, carrying sufficient 
margin to justify the highly per- 
sonalized selling service that is 
given by two competent young 
women. There are service plates 
from $5 to $40 each, several fine 
sets of china from $200 to $300, 
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House-Bond have 
found a way to reach 
those who want the 
best and are willing 
and able to pay for it. 


glass plates and stemware at $35 _ 


per dozen, and more, and a wide 
line of miscellaneous glass and 
china gift items from $5 to $50. 
To eyes and ears weary of hear- 
ing about and looking at shoddy 
goods that the “present day price 
market demands,” a visit to the 
House-Bond basement is like a 
cool and refreshing breeze. 

The three outstanding sales 


This table makes sales. It per- 
mits a set-up of china and glass- 
ware for proper harmony and 
to suit individual tastes. It 
dominates the House-Bond base- 
ment china and glassware dept. 


builders are: one window dis- 
play, -changed weekly, always 
featuring newer patterns, a dum- 
my, set-up table for harmoniz- 
ing, china and glass as it would 
be used at dinner and the con- 
stant personal efforts by phone, 
mail and calls. 

In keeping with the quality 
lines featured the window dis- 
play is very carefully planned. 
Often a small table set-up is ar- 
ranged. Photos of other set-ups 
and of the large basement de- 
partment itself usually are in the 
windows. If a brand new pat- 
tern or piece is not available the 
more recent patterns are shown. 
A neat card invites a visit to the 
department which promises not 
the cheapest but the best china 
and glassware quality in town. 

In the center of the basement 
the set-up table immediately at- 
tracts your attention. It has a 
spotless white cloth of good qual- 
ity and refined pattern. On it 
will be service for six, including 
napkins, silverware, a center 
piece with fresh cut flowers, dec- 
orative candles and matched or 
at least harmonizing glass and 
china pieces. As in the rest of 
the department all pieces are 
kept spotlessly clean and shin- 
ing so that they are inviting. 
The service for six is changed 
every week, so that constant new 
combinations are suggested. 

As a record of every sale is 
kept on file, the women in charge 
can quickly determine patterns, 

(Continued on page 60) 
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PURCHASE NOW! 








NOTE—A LIST OF 
HARDWARE RETAILERS 
IS NOT INCLUDED IN 
THIS PUBLICATION— 
WRITE FOR DETAILS 


IT S$ OBTAINABLE AT THE LOW PRICE OF 


$10.00 


PER COPY 


USE THIS COUPON TO FILL YOUR 
REQUIREMENTS PROMPTLY 


THE TWELFTH EDITION OFP 


HARDWARE AGE 
VERIFIED 


LIST 


WHOLESALE HARDWARE HOUSES 
WHOLESALE HEAVY HARDWARE HOUSES 
WHOLESALE DISTRIBUTORS MILL SUPPLIES 
PLUMBERS and TINNERS SUPPLIES JOBBERS 
MANUFACTURERS’ AGENTS 
HARDWARE CHAIN STORES 


E need hardly point out the necessity and value of 
an authentic hardware jobbers list, compiled and spon- 


sored by HARDWARE AGE. 


It not only authoritatively gives you the names of the recog- 
nized hardware jobbers, but also includes their capitalization, 
the territories they cover, the number of men traveled, the 
lines handled and, in most cases, the names of officials and 


buyers. 


Such a publication is indispensable to sales managers and 
advertising managers. Furthermore, many firms find it high- 
ly advantageous to give copies to their road salesmen and 


district representatives. 
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30,271,043 


ADVERTISEMENTS 


TO HELP YOU 


SELL EVER GREEN 


N the Saturday Evening Post, 

Better Homes and Gardens and 
20 other leading publications, the 
Ever Green sales story will appear 
in 30,271,043 advertisements dur- 
ing May and June. Ever Green is 
the most extensively advertised 
plant insecticide in America. Lead- 
ing radio stations are also telling 
your customers that they can order 
Ever Green from their hardware 
dealer. 


Ever Green sales jumped ahead 
20 per cent in 1931. Thousands of 
hardware dealers made new money 
and increased their garden depart- 
ment profits. Now is the time to 
cash in on the powerful Ever Green 
national advertising campaign. 
Mail the coupon below for your 
first order. 


EVER GREEN PRICES 


1 oz. (35c seller) Two doz. 


CERO oasis sndsustceue .40 
6 oz. ($1.00 seller) One 
doz. tO CaS€......eecee0% 8.00 


1 pint containers ($2.00 
seller) One doz. to case.. 16.00 


Mail the coupon below now to 
cash in on the Ever Green national 
advertising campaign to help you 
sell more Ever Green. 


EVERGREEN 


KILLS ANTS AND GARDEN INSECTS 








McLaughlin Gormley King Co., Minneapolis 
Please send me C.O.D. the order I have 
requested below: 


en ea ae aor 
Firm Name scaeaeiete 
Address_____ _ 
Jobber’s Name____ 





Dee eee ees cee es ee ee a ee ee es es 
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How Do You Handle China and Glassware? 


(Continued from page 58) 


pieces and date of purchase. 
Frequently women with ample 
china will wish to add suitable 
fancy glassware. For such pros- 
pects the table is reset with the 
china patterns the customer has 
at home and the process of work- 
ing out a suitable combination 
of glass and china begins. The 
unit of sale on the lines carried 
is sufficient to justify this special 
service, which has been a great 
factor in building up a reputa- 
tion for the department. Some- 
times a _ well-known customer 
merely visiting the department 
for a gift item or bridge prize 
will be invited to look at the 
effect of some new glassware in 
complement with the china set 
which records show she owns. 
Often enough to warrant the 
idea, a sale will be made. 

The two young women spend 
spare time writing special letters 
to prospects or to newly wedded 
brides or newcomers. Customers 
recommend friends and permit 
the use of their names in these 
letters. Each letter is special and 
different. There is no formula. 
The recipient is simply invited 


» 


We. GOR Me 





to visit the department and see 
its wide variety of fine merchan- 
dise. 

The stock usually includes 
about 30 patterns. An inventory 
is taken every 90 days to avoid 
frozen investment. There are a 
few small sets at relatively low- 
er prices, but all in good taste 
and of good quality. For ex- 
ample, there are honeymoon 
breakfast sets, service for two 
at $6.50. This includes cups, 
saucers, cereal bowl, and small 
plates. There are similar lunch 
sets at $8.50, but $37.50 is 
about the lowest price for any- 
thing like a complete service for 
four. At no point do you find 
cheap goods with poor patterns. 

Many of the patterns are ex- 
clusive in Memphis and are 
bought only on this basis. Rep- 
resentatives of the firm visit 
Chicago and New York marts 
for the best and the latest and in 
all advertising stress this point. 
All advertising also encourages 
personal calls by those who just 
wish to visit. Occasional letters 
are sent to recognized social 
leaders asking them to stop in 


The china and glassware department, House-Bond Hardware 
Co., Memphis, Tenn. 
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and: pass judgment on new patterns recently stocked. 

The china and glassware department was started 
about a year ago to take up the sales slack in other 
parts of the business. Sam House, head of the 
firm, decided that the people who in today’s market 
were the best prospects for sales are those fairly 
well fixed and to whom economy has not become a 
factor. That’s why he decided on the quality lines 
and results to date justify this decision. 

In discussing the personal sales letters to brides 
and others, Mr. House was asked if anyone re- 
sented such letters as an intrusion on their private 
lives. Very emphatically he answered, “No sensi- 
ble person ever resents the efforts of another to 
earn an honest living. The automobile and insur- 
ance agents do it all the time. We're going to con- 
tinue this. When we opened the china and glass- 
ware department we invited 60 social leaders to 
visit our new department, look at our wares and 
offer any suggestions. We specifically told them 
we knew they had good taste and we wanted the 
advantage of their ideas. More than forty of them 
came here during the first two weeks.” 

The general line of housefurnishings are dis- 
played directly to the rear in the basement. This 
section is also well kept with all goods on display. 
Here are found a few lower priced dishes and 
glasses for boarding houses, summer homes, etc., 
although most of this phase of the business is han- 
dled through the firm’s restaurant and hotel sup- 
ply department on the third floor in charge of Mr. 


House’s son. 


Dexter Catalog No. 16 Has Illustrated Index 


Enabling the dealer to see the entire Dexter line of washing 
machines and ironers, with the exception of wood tub models, 
at a glance. Each model, including the wooden ones, is also 
illustrated in the pages of descriptive matter referring to it. 
Some of the illustrations are in colors. Dealer helps are illus- 


trated and described. The Dexter Co., Fairfield, Iowa. 


Dusterator and Launderator 


Dusterator, a convenient receptacle for the disposition of 
dirt and sweepings from the kitchen, comprises an attractive 
floor plate, operated by the foot. Chute cover opened by 
foot pedal. At bottom of chute, in basement, at convenient 
height, is a removable bag. Dusterator installed by making a 


6 x 12 in. hole in the floor, dropping assembled unit into hole | 
and fastening it to floor with four screws. Packed in con- | 


venient carton. Launderator, an improved laundry chute 
providing a sanitary, ventilated receptacle for soiled clothing. 
Receiving door, of attractive design, may be located in either 
floor or side wall. Self-closing door. Chute adjustable to 
meet individual conditions. Hamper in basement receives 
soiled clothing. It is suspended from ceiling and drops to a 


height just right for emptying without effort, with sliding 


door opening. 
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The Open Season for 
Underground Cans 
Is Here 


Summer ... and the need for a sure, safe, 
SANITARY way to dispose of garbage becomes 
more urgent. Already the demand is growing. 
Now—and in the few months ahead—is the 
time to “cash in” big by — your trade a 
good underground can—the 


WITT 


CONCEALED 
GARBAGE ' CAN 


This well-known and better Can will increase 
your sales and profits with less selling effort, 
because it has advantages found in no others: 


The WITT is the only ALL hot-dip galvanized 
underground can on the market. It is guar- 
anteed for ten years. It is quickly and easily 
installed—out of sight—without expense. Dogs 
can’t upset it. Contents will not ferment in hot 
weather nor freeze in cold. Made in five sizes 
to meet the requirement of every customer. 


If your jobber cannot supply you, write to us 
NOW! 


The Witt Cornice Company 
2114 Winchell Ave. Cincinnati, Ohio 
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Store Lighting Under the Microscope 


(Continued from page 27) 


The operating cost of a light- 
ing installation is based largely 
on lamps, current, and mainte- 


| nance, with interest on invest- 


ment and depreciation demand- 
ing a small part of the cost dis- 
tribution. Of these costs the 
power of course tops the list, av- 
eraging 85 per cent. Lamp re- 


_newals are at 7, maintenance and 


1. NEW BISMARCK 5. Builders’ Building 
HOTEL 11. Continental Illinois Bank 
Palace Theatre “ | 
Metropolitan Office Bldg. Building 
2. Merchandise Mart 13. Board of Trade 
ae Field Whole- ‘Sater Ores. 
3. Marshall Field Retail 20. Soldiers’ Field 


The BISMARCK is nearest to the Merchandise 

Mart and the wholesale district . . . the thea- 

tre district . _ and close to State Street 

stores. 

Large, light rooms . . . super-comfort beds 
soft water for bath. . 

in each room . . four distinctive dining 

rooms . . . known for Good Food. 

Send for Bookiet with Downtown Map 


Rooms with Bath, $3.50, $4, $4.50, $5, and $6 
Rooms without Bath, $2.50 


OTTO K. EITEL, Manager 


BISMARCK 


HOTEL CHICAGO 
RANDOLPH AT LASALLE 








DW. 
HARDWARE 


SHOULD MATCH 


CHAIN STORE VALUES 
5* to $122 


MERCHANDISE J 








DON’T BE UNDERSOLD by the 
CHAINS on 5¢ to 25¢ staple everyday 
selling items throughout your store and 
have your customers feel that you are 
high priced on all lines of General Hard- 
ware and Housefurnishings, just because 
you are out of line on the 5¢ to 25¢ lines. 


DON’T BE UNDERSOLD. Get a 
CHAIN STORE BUYING CONNECTION 
on the 5¢ to 25¢ lines, sell at CHAIN 
STORE PRICES, make CHAIN STORE 
PROFITS, or don’t handle this popular 
line of merchandise. 


DON’T BE = ae ge a 
the facts about the ‘‘C. .. 22 
organization that has SPROLALIZED in 
5¢ to $1.00 merchandise for 18 years. 


Secure 


Consolidated Merchants Syndicate, Inc. 
PIERRE H. MEYER, Pres. 

890 Broadway New York City 

Attach this coupon - your letterhead and learn 


how you can INCREASE YOUR SALES and 
PROFITS on 5¢ to 25¢ MERCHANDISE. 


Address 
May, 1932 


Hardware Age. 
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| depreciation at 6, and interest at 


| 2 per cent. 


Not until installation 


| costs are segregated can the mer- 
chant satisfactorily compute his 


| yearly operating costs. 


. silent mail signal | 


A new lighting installation is 
designed to operate at a specific 
efficiency. But, to produce effi- 
cient lighting continually it must 
_have proper care. Many mer 
‘chants neglect this one impor- 
tant point when they fail to 
| maintain regular cleaning sched- 


'ules and regular inspections of 
| lamps. 





Dirt a Hindrance 


The greatest hindrance to effi- 
cient operation of a store light- 
ing system is dirt. It accumulates 
on the fixtures and reduces their 
light output, which in turn low- 
ers the intensity of light on the 
selling plane. One of the advan- 
tages of enclosing globe fixtures 


| is that they are practically dust 
| tight and hence the proportion 


| 





of dirt that can accumulate in- 
side the globe is nearly neg- 
ligible. But dirt collects readily 
on the top surfaces of the globe 
and cuts down the amount of 
light passing to the ceiling. Even 


in direct illumination the light 
emitted from the upper part of 


the globe is again reflected into 


| the room to help in building up 


| 


the intensity on the counters. 


| 
} 


| 


Regular Cleaning 


The secret of good mainte- 


nance is regular cleaning sched- 


ules. All the fixtures should be 
wiped once a week. About every 
fourth week they should be 
washed, using a weak solution 
of ammonia and water (a cup 
of ammonia to a gallon of 
water). This cuts the dirt and 
grease and leaves the glass shin- 
ing clear. Of course dust will 
eventually sift inside the globe 
and for that reason it is well to 
clean the entire globe inside and 
out at least once every three 
months. 


The Effeet of Decorations 


Complete harmony of interior 
decorations is essential to a good 
impression inside the store. The 
color of the counters and wall 
cases should blend with that of 
the walls and ceiling. Even the 
floor helps to complete the color 
harmony. At the same time the 
wall coatings must be of light 
color in order to reflect a mini- 
mum amount of the light which 
emanates from the fixtures. Al- 
though in direct illumination the 
light passes immediately to the 
counter tops, that small percent- 
age of light reflected into the 
sales area from the side walls 
and the ceiling does much to put 
a finishing touch on the general 
appearance of the interior. 


Refleeting Quality 


White of course has the high- 
est factor of reflection, reaching 
81 per cent. But pure white does 
not always harmoniously fit into 
the interior color scheme. Light 
cream, tan, or gray may be pref- 
erable. They also possess a 
high factor of reflection. A va- 
riety of colors with reflection 
factors of 50 per cent or more 
are recommended for the walls 
and ceiling. Some popular coat- 
ings with their respective factors 
of reflection are: 
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Factors of Reflection of Various Coatings 


would increase 65 
per cent but the 
































SURFACE CLASS | COLOR |PERCENT lati 

| | relative cost of 
Paint Veew Elodt ane . light would — in- 
Sli tee al 74. crease 8 per cent, 
Caen Stone Cream 69 which is many 
Paint Buff 63 times the cost of 
Light Green 63 lamp renewals 
Fairly Light|Light sd = would be if lamps 
ee ny — | 86 actually burned 
- : | 1000 hours at de- 

nes | ‘all a a signed voltage. 
iis Ite — Burning lamps 
oo ight Uak under voltage also 
‘Fairly Dark aeetas . changes the color 
Cement | Natural 25 of light. It lowers 
Brick Red 13 the brightness of 





Watch the Voltage 


Voltage plays an important 
part in the actual operation of 
a store lighting system. Lamps 
are designed to burn at a specific 
voltage at which they will give 
longest life with efficient light 
output. To burn a lamp over 
voltage increases the light out- 
put but it shortens the life. 
Burned under voltage the light 
output of a lamp is lowered but 
the life is lengthened. Often 
merchants will operate the lamps 
below boltage just to lengthen 
the life of the lamp. But this is 
false economy; the merchant 
pays for light he does not get. 
The cost of light is principally 
the cost of the lamps plus the 
cost of the electric current to 
burn them. The cost of current 
is usually 10 to 20 times the cost 
of the lamps. 

The fallacy of burning lamps 
under voltage is that the cost of 
light increases, even though 
there is a saving in watts and 
also in the monthly light bill. 
For example, if a 200-watt 
Mazda lamp designed for 115- 
volt service is burned at 110 
volts, 13 watts or 6.5 per cent is 
the actual saving, but the loss of 
light is 14 per cent, or more than 
twice as much. Under the same 
conditions the life of the lamp 
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the light 
and gives a yellowish tinge to 
the illumination. This disturbs 
the uniform appearance of the 
illumination throughout the store 
and can very easily have a detri- 
mental effect on the appearance 
of the merchandise. It may lower 
the appeal of openly displayed 
merchandise. 

Sometimes lamps burn under 
voltage because of physical rea- 
sons. One of the most common 
is inadequate wiring. A new 
lighting system should not be in- 
stalled unless the wire sizes of 
the old installation are capable 
of carrying the new load. The 
length of runs should also be in- 
vestigated so as to eliminate volt- 
age drops. If it is necessary to 
rip out the old wiring, install 
wire one size larger than neces- 
sary to allow for increased loads 
in the future. 

The size of the wire used de- 
pends upon the connected wat- 
tage and the length of the run 
from the panel board to outlet. 
In any installation the wire size 
should never be less than No. 
14. For example, a No. 14 wire 
will carry 400 to 800 watts for 
length of runs from 10 to 70 
ft., but for 80 ft. No. 12 is re- 
quired, and for 90 and 100 ft. 
No. 10 is the recommended size 
of wire. 
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KLEIN 
PLIERS 





QUALITY 


NY job requiring skill can 
be handled more easily, 
more satisfactorily and 

more quickly when the pliers 
are Kleins. “Since 1857,” 
Klein Pliers have been the 
standard for quality with 
master workmen and public 
utilities everywhere. It will 
pay you to carry Klein pliers 
in stock. Make a note on your 
want book and order from 
your jobber’s salesman the 
next time he is in. 





Buy From Your Jobber 


Mathias KLEIN & Sons 
Established 1857 


3200 BELMONT AVE., CHICAGO 
RE 
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The confidence tool 
users have in them. 
Their _ performance 
backs up their quality. 
Their keen edge tool 
steel blades help Car- 
penters, Wood Workers 
and others to do a good 
job quickly and save 
time. 


Blade and socket are of 
ONE SOLID PIECE of 
STEEL—no weakness 
as with the old method 
of welding. In fact 


They’re Good 
All Through 


Made with well sea- 
soned White Hickory 
Handles with heavy 
caps of live leather. 


Retailed profitably at 
prices which insure 
economy to tool users. 
The Union Hardware 
Line also includes de- 
pendable Chisel Han- 
dles, Screw Drivers, 
Hack Saw Frames and 
other tools that give un- 
failing satisfaction. 


Your Jobber will supply you. 
Send for Latest Tool Catalog. 








Reg. U. S. Pat. Off. 


TORRINGTON, CONN. 


Established 1854 
New York Office 151 Chambers St. 
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Hardware Staff Covers Sports Field 


(Continued from page 44) 


Should any members of the staff by pounding 
out especially long drives, or attain outstanding 
success with a particular bait, that is something 
else again. Naturally, the merchants are willing 
their partners should try their clubs, experiment 
with their baits. But the “sales talks” end there. 

Advertising is viewed by Mr. Carlisle as an es- 
sential part of his business. But year in and year 
out, he finds personal contacts bring him many 


' new dollars. 


Hardware Chains 
(Continued from page 49) 


ing and three others reported such advertising at 
irregular intervals. Two of these groups stated that 
manufacturers pay a part of the cost of this adver- 
tising. Handbills or direct mail circulars are used 
by two companies. In addition two groups reported 
the use of a bulletin or a store “newspaper” once a 
month. Another group reported that it used out- 
door posters and radio broadcasting. 

Except for one organization that reported 150 of 
its own brand items, private brand merchandise 
does not figure prominently with cooperative hard- 
ware chains. The company having the 150 private 
brand items stated that they do not favor handling 
a larger number of private label items, but believe 
it more advantageous to sell nationally known 
goods for which the manufacturer has created a 
demand through advertising. 

In reply to a question asking what principal 
problems faced the cooperative group, five cooper- 
ative chains listed a total of seven answers. Two 
companies reported that regular hardware jobbers 
exert strenuous efforts to influence manufacturers to 
discontinue selling cooperative organizations. One 
of these informants stated that the jobbers’ efforts 
with the manufacturer include threats of the loss 
of the jobbers’ patronage. 

Two cooperative organizations mentioned as their 
greatest problem the difficulty of obtaining full co- 
operation from members. One stated that com- 
petitive jobbers quote exceptionally low prices to 
members of the cooperative organization, even nam- 
ing lower prices to them than to their regular trade. 
A second cooperative hardware chain has the same 
problem when it reports that other jobbers meet the 
cooperative prices in an attempt to sell members of 
the cooperative group such goods as the group 
handles. This group reported few manufacturers 
offer its retail members as low prices on some 
articles as are offered to the group. 
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Packaging with a Purpose 


(Continued from page 29) 


Earnest attention would be given to the sort of 
consumer for whose attention it is bidding and to 
the manner in which it is to be sold. Account would 
be taken of the better lighting and the closer range 
visibility. It would not have to shout so hoarsely 
both in terms of size, typography and color. There 
would be less incentive to outshout competitors with 
vivid color schemes. The effort now would be di- 
rected more toward achieving fresh and more subtle 
notes, 

Devices, such as wings attached to the original 
package, further to explain the contents or suggest 
new uses, would have their place here, as well as 
compact, tilted front display containers which facili- 
tate visibility of contents. Profiting by the example 
of the new store interiors and the character of their 
fixtures, these display containers would not be so 


high as to obscure other tables, nor so wide that | 
In color | 


they are denied a place on the counter. 
and design, they would be devised so that the dis- 
play container would act as a stage setting for the 
contents and not so as to draw attention away from 
the contents. It should point attention inward. 

The package would be designed further with an 
eye to the lower level at which it will present itself 
to the range of vision, as compared with the higher 
retail shelf space. The area of greatest optical in- 
terest at this new level would be determined and un- 
doubtedly would come nearer to the top of the 
package, all other things being equal. 

More than ever the package would be devised for 
the discriminating, highly selective consumer and 
his or her convenience and insistence upon utility 
not without—very definitely not without—attrac- 
tiveness. 

Considerations of convenience would require that 
the package be outstandingly easy to use and eco- 
nomical in size and form; that it would not upset 
easily and, where desirable, would include devices 
for easy pouring rather than spilling. The pack- 
age would be so constructed that it would still afford 
maximum protection against waste and deteriora- 
tion. This question of consumer convenience 
might result in the development of ensemble pack- 
ages offering a unit of various products of allie 
uses at one purchase, as well as packages specify- 
ing the number of servings contained; in terms of 
two, four or more portions, in addition to the 
weight. 
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BEST 







Here’s one of the quick- 
est little sellers you ever 
saw! Stop-A-Leke is a 
ready-to-use asphalt compound 
in stick form—it mends small 
leaks of all kinds. Retails for 
25c, and saves its cost dozens of 
times a year. Should be on 
hand in every household — 
doesn’t deteriorate. 


STOPS ALL KINDS OF LEAKS 


Here are a few of its uses—mends auto tops— 
when the top springs a leak, Stop-A-Leke 
stops it—just coat the weak spot. For 
leaky boats and canoes—-plug the 
cracks with Stop-A-Leke — water 
doesn’t faze it. Fixes water 
troughs, plumbing leaks, cistern 
platforms—all the same way. 







Roof leaks—when a 
aA leak starts in the roof, 
roof gutters, eave 
44 troughsor downspouts, /, 


quently saves a big re- §* 
pair bill. It’s also fine 
for mending water buckets, 
tubs, sprinkling cans, etc. 





Stop-A-Leke is packed in attractive cartons 
containing a dozen each, which are suit- 
able for counter or window display. Cir- 
culars supplied with every order. Sold 
thru jobbers—write for trade discount. 






FREE SAMPLE 
If you would like to test Stop-A- 
Leke Styck, write for a free sam- 
ple, mentioning your jobber’s 
name and address. 


THE PHILIP CAREY COMPANY 
Dept. H 


Lockland, Cincinnati, Ohio 
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The set of rules was com- 
piled by the sales force 
from 
sales- 


with some help 
friendly traveling 
men. 


HE proprietor of the Mar- 

vin Hardware Company 

was sitting back in his of- 
fice chatting with his old friend 
Bob Murphy, energetic owner 
and manager of an unusually 
successful hardware store in a 
neighboring state. The two men 
had been friends for years, and 
had long made it a habit to get 
together several times a year to 
talk over their business prob- 
lems. 

“You’ve got a mighty fine 
store here,” said Bob cordially, 
as he glanced out at the well ar- 
ranged salesroom. “It looks a 
lot different from what it did a 
year ago. What have you been 
doing?” Mr. Marvin laughed 
heartily. “It’s the same old 
store, Bob,” he said, “but the 
boys have been changing the ar- 
rangement. Of course, that 
basement salesroom is new—but 
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Marvin’s 
Store 
Meetings 


4 


by LLEW S. SOULE 


that is also due to the force. For 
some time we have been holding 
regular weekly store meetings, 
and the result has exceeded all 
my expectations. I don’t see how 
we got along without them all 
these years.” 

“Good,” said Bob. “We've 
been doing the same thing in 
Jonesdale. We had a fine meet- 
ing the night before I left. You 
see we've just taken on a new 
man, and the boys thought he 
should be given some _ instruc- 
tions aside from a copy of our 





store rules. Well, sir, they got 
together with a couple of the 
salesmen who call on us, and 
worked up a special set of 
twenty qualifications for a suc- 
cessful retail salesman. They 
are good ones too, and the new 
man was so interested he prom- 
ised to commit the entire set to 
memory. I’ve got a copy of the 
list in my valise; perhaps you’d 
like to look them over.” 

“T have a better idea than 
that,” said Mr. Marvin thought- 
fully. “We hold our store meet- 
ing tonight, and I’m going to ask 
you to stay over and read the list 
to our fellows. We have a 
youngster who has been doing 
the odd jobs around the store, 
and I’m promoting him to the 
sales force. Your list of quali 
fications will fit right into our 
program. How about it, Bob?” 

(Continued on page 68) 
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[popular GRIFFIN| 
ISCREEN DOOR SETS 
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No. 1745 Screen and Storm Door Set 


A Wrought Steel Set with No. 740 Griffin Loose 
| -Joint Ornamental Hinge. Pivot pin feature 
— convenient use of Screen and Storm 
| 
As Well As 


Doors interchangeably. Four popular finishes. 
Your Profits 


ra they protect any floor, or floor covering. 7 | 
“ 3 M = , ++ 
make and protect profits. i | 


ACMES” are popular with customers because 
ACMES”’ are popular with dealers, because they 
These casters have the modern ball . 
; i 
bearing feature. They roll smooth- *) 
ly and quietly in any direction. BH —j~}—e-— 
Every customer is a logical pros- 
pect. Just roll an “AcME” on the It 
counter. Show how smoothly they if 


roll. A demonstration means a 
sale. “ACMES” are a profitable line. No. 1735 Screen Door Set 
THE SCHATZ | : 
MANUFACTURING CO. = Another Wrought Steel Set with No. 730 
POUGHKEEPSIE, N. Y. i Griffin Loose Pin Hinge. Offers a practical, 
} efficient Set to sell at an appealing low price. 
Also featured in four popular finishes. 


Modern C; 
4 The No.1740 and Other Fast-Selling Sets are 40 


Send for Samples, Illustrated in the Latest GRIFFIN Catalog. 


Quotations and Complete 


Information 
anufacturing (Company 


ERIE, PENNSYLVANIA 









tH 


They Protect the Floor 












Sa ee 


+ 





Branch Offices:- 
NEW YORK: 45 Warren Sr. BOSTON: 113 PurcHAse St. 
CHICAGO: 162 N. CLINTON Sr. SAN FRANCISCO: 703 Market ST. 
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Marvin’s Store Meetings 
(Continued from page 66) 


“Well, I guess another night 
away from home won't ruin 
me,” said Mr. Murphy, with a 
smile. “I'll do it. I want to see 
how your meetings are han- 
dled.” 

Since it was Charlie Hanson’s 
turn to preside at the coming 
meeting, Mr. Marvin called him 
in, introduced his friend, and 
explained the situation. “That’s 
fine,” said Charlie enthusiasti- 
cally. “We'll be mighty. glad to 
have Mr. Murphy talk to us. I'll 
make the arrangements Mr. 
Marvin.” 

That evening when the Mar- 
vin employees assembled at the 
usual meeting place in the rear 
of the store, Charlie called them 
to order and said: “Before we 
proceed with our program, Mr. 
Marvin has several announce- 
ments to make. Would you like 
to make them now?” he queried, 
turning to his employer. “If I 
may,” said Mr. Marvin with a 
smile. ‘First, I want to inform 
you that we have definitely de- 
cided to open a branch store in 
the Crestwood district, and the 
preliminary arrangements have 
been made. Van Davis will be 
in charge of the new store.” 

A burst of applause greeted 
the announcement and Van 
flushed happily. “I am going to 
ask Bill Higgins to take over 
Van’s work here,” Mr. Marvin 
went on. “Then since Van’s go- 
ing leaves a vacancy in our sales 
force, I’ve decided to advance 
Eddie Scanlon to a regular sales 
position.” Again the applause 
was loud and genuine. 

“My next announcement is 
tinged with both gratification 
and regret,” he continued. “In 
conjunction with the other hard- 
ware stores in town, a joint de- 
livery system is to be put in op- 
eration. When we met last eve- 
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ning, it was unanimously de- 
cided to ask ‘our own Bill Daley’ 
to take charge of the new system. 
It means a well merited promo- 
tion for Bill, but it also takes 
him from our store force. 
However, we are going to ask 
him to attend our meetings reg- 
ularly, and I hope he will ac- 
cept.” 

“T certainly shall,” said Bill 
emphatically. “I wouldn’t miss 
them for anything.” “That fin- 
ishes my announcements,” said 
Mr. Marvin. I would introduce 
our new manager of the house- 
wares department, Miss Irma 
Baldwin, but she has been with 
you for nearly a week and you 
all know her.” 

“Now,” said Charlie Hanson 
impressively, “I have the pleas- 
ure of introducing Mr. Bob 
Murphy of Jonesdale. You all 
know of his success in the hard- 
ware business. He has con- 
sented to talk to us this evening 


—Mr. Murphy.” 
Mr. Murphy Speaks 


“This will not be an address, 
ladies and gentlemen,” said Mr. 
Murphy. “It will be merely a 
friendly talk. I have already 
told Mr. Marvin how much I am 
impressed by the good work you 
have been doing in this store. 
The improvement is very notice- 
able. I’m also greatly inter- 
ested in your personnel changes, 
and particularly in the boy who 
has just been promoted to the 
sales staff. We have just had 
some similar changes in our own 
organization, and our employees 
have formulated some very in- 
structive rules as a basis for re- 
tail selling. They were read at 
our last store meeting for the 
benefit of the new employees. 
Would you like to have me read 
them to you?” 

The chorus of assent was 
unanimous. “Very well then,” 
said Mr. Murphy, as he drew a 


paper from his pocket. “Here 


they are:” 

“Twenty qualifications which 
a retail salesman should pos- 
sess.” 

1. A successful retail sales- 
man should be industrious, loyal 
and honest. 

2. He should be able to look 
people straight in the eye with 
a confidence based upon know]l- 
edge, and backed up by real 
courtesy. 

3. He should know what he is 
talking about, and talk only 
when he has something worth 
while to say. 

4. He should make his state- 
ments quietly, but with sincerity, 
and listen respectfully when the 
customer speaks. 

5. He should study his cus- 
tomers until he understands them 
and knows how to make them 
understand him. 

6. He should cultivate the 
habit of smiling, regardless of 
whatever turn the sale may take: 
not a mechanical smile or a silly 
grin, but a smile of genuine good 
fellowship. 

7. He should be able to keep 
his thoughts at least one point 
ahead of the customer’s. 

8. He should never let the 
discourtesy of others lead him to 
be discourteous. 

9. He should never knock a 
competitor nor a competitive 
line. 

10. He should guard against 
the forming of any personal 
habits which may be offensive to 
any customer. 

11. He should avoid any sus- 
picion of superiority. 

12. He should be especially 
considerate of women and 
children. 

13. He should make the cus- 
tomers feel that he has a per- 
sonal interest in them, aside 
from any business or sales in- 


terest. 
(Continued on page 70) 
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KESTER SOLDER 


is a cinch to use 
...a cinch to sell! 


ISTEN . . . if you're not stock- 
L ing Kester Solder in your 
store, you're passing upa chance 
for good profits day in and day 
out for the whole year! 

Ask other dealers. They'll 
tell you everybody is a solder 
prospect now that Kester has 
made the job of soldering so 
easy. Kester is the original flux- 
core solder, made of purest vir- 
gin metals exclusively. The man 
or woman who uses Kester 
hasn’t got a thing to do but 


EASY 


AS RINGING A BELL 












apply heat, then go to work. 
And results are down-right pro- 
fessional, from the first time on. 
People are using Kester for 
mending and making things at 
home. They're using Kester 
acid-core Solder, Kester plas- 
tic rosin-core Solder, and Kes- 
ter paste-core Solder... and 
many people now buy the large 
spools for economy’s sake. 

Keep a representative stock of 
Kester on hand, and keep it 
where your customers can spot 
it. They know about Kester 
from Kester’s big advertising 
campaign. They want Kester 
when they want solder! The 
name Kester is embossed on 
every nine inches for your and 
their protection. Write for in- 
teresting literature. 

Kester Solder Company, 4205 
Wrightwood Ave., Chicago, 
Ill. Eastern Plant, Newark, N. J. 
Canada—Kester Solder Com- 
panvof Canada, Ltd., Brantford. 





Here’s the 
Complete Kester Line 


Kester Acid-Core Solder—for general 
repair use. 1, 5, or 20 lb. spools 
and Metal Mender Package. Kester 
Rosin-Core Solder—used principally 
for electrical and radio work. 1, 5, 
or 201b. spools, Radio Solder Pack- 
age, and 5 lb. boxes of 18 inch sticks. 
Also Kester Paste-Core Solder, Body 
Solder, Bar Solder and Solid-Wire 


Solder for home and industrial uses. 











KESTE 


SO 


FLUX-CORE 
DER 


Aeid-Core ° Paste-Core * Rosin-Core 


easy fo use 
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PACKAGED NAILS 
Mea"More Business 


STERLING 





Pico FOR 


5 POUNDS NET 


8 COM 


NAILS 


THAT 
COST LESS 
i. MORE NAILS 
: bo PER POUND «4 
\ i ¥ 
\ 
\ RLING, 


ste 
INOIS 
Since 1879. 





Patented No. 1846709 


! is the modern way to sell Nails. Distinctive, 

attractive cartons of unusual display value will 
instantly appeal to your customers. Each carton 
contains Five Pounds of Sterling Non-Splitz Nails— 
the better Nail with éval shank and chisel point— 
that eliminates split wood, has 50 to 70% greater 
holding power, made of special high carbon steel to 
prevent bending. More Nails per pound. 


Easier and quicker to sell—No wrapping or weigh- 
ing—Sterling Non-Splitz Nails are already packaged! 


Accurately measured cartons insure full profit. 


Mail the coupon today for complete details and how 
to get FREE Display Stand. 


NORTHWESTERN BARB WIRE COMPANY 


Since 1879 
STERLING, ILLINOIS 





Please send complete information on Sterling Non-Splitz 

Nails. 
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(Continued from page 68) 


14. He should never speak 
disparagingly of the store, the 
proprietor, a fellow employee, 
or the customer. 

15. He should give each cus- 
tomer, every time he enters the 
store, the same courteous atten- 
tion he would accord a brand 
new customer. 

16. He should take nothing 
for granted when showing mer- 
chandise, but should explain 
even the most ordinary details. 

17. He should never hurry a 
customer, nor appear uneasy be- 
cause a prospect makes up his 
mind slowly. 

18. If he makes an error, he 
should acknowledge it openly, 
taking care that he does not 
make the same mistake twice. 

19. He should give the same 
courteous attention to complaints 
and exchanges that he does to 
sales. 

20. He should never discuss 


politics, religion or any con- 
troversial subject in the store. 

“This set of rules,” Mr. 
Murphy continued, “was com- 
piled by the sales force of our 
store, with some help from 
friendly traveling salesmen. If 
might, of course, be enlarged 
and improved upon. 

“We will have Miss Garvin 
copy it,” said Mr. Marvin, “and 
I will see that you all get copies. 

The balance of the session was 
given over to discussing plans 
for the opening of the new store, 
particularly with reference to 
the opening day, advertising. 
souvenirs, etc. 

“May,” said Van earnestly to 
Miss Garvin somewhat later, as 
they walked slowly toward her 
home, “Mr. Marvin has prom- 
ised me a very fair salary and a 
commission on sales above a set 
minimum. I believe that we can 
afford to be married this fall 
that is if you are willing, dear,” 
he added tenderly. “I’m will- 








The New Art—Chiseling 


(Continued from page 45) 


bonds and chiseled us out of 
our money. American investing 
houses passed the bonds to the 
American public, and chiseled 
them out of their money. France 
is trying to chisel Germany, and 
Germany is trying to chisel out 
of everything. Have you noticed 
some of the pictures in the pa- 
pers of thousands of German 
athletes developing their muscles 
in their new stadiums? These 
stadiums, by the way, were 
chiseled out of the United States. 
The proceeds of the bonds we 
bought from Germany in a large 
measure have gone into stadiums, 
baths and other civic improve- 
ments. 

The other day a manufacturer 
showed me a letter from a lady 
asking if he could send her, and 
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either bill direct or through a 
retail dealer, nine kitchen knives 
of various kinds. She stated that 
she had seen one of these knives 
at a cooking demdnstration, but 
when she went to the retail 
hardware store they had nothing 
of the kind in stock. All they 
had were very cheap goods. 
This manufacturer sent the nine 
knives, collected the money, and 
mailed the profit to the nearest 
retail hardware dealer. He said, 
however, it was a pretty kettle 
of fish when thousands of women 
wanted good kitchen knives, were 
willing to pay a fair price for 
them, but found it next to im- 
possible to buy these knives 
through the hardware trade be- 
cause many of the hardware 
dealers would carry nothing but 


ing, Van,” she replied shyly, 
“but honestly I hate to leave my 
work at the store.” “You'll 
have work enough sweetheart,” 
said Van with a smile. “There 
are five rooms in that dream cot- 
tage of ours, and besides [’ll 
need some help on the books.” 
May laughed happily. “I 
thought I was going to get out of 
working,” she said. “Instead I 
seem to be taking on a bigger 
job.” 

“It is a bigger job,” Van re- 
plied with a quiver in his voice; 
“the biggest job in the world— 
but I’ll do my best to make it a 
happy one for you.” “I think 
I will manage to live through 
it,’ May responded, looking up 
at him roguishly. “However, 
my dear,” she added, “I’d ad- 
vise you to take a home course 
in the fine art of drying dishes.” 

“Gee,” said Van imploringly. 
“Have a heart. I’ve been doing 
that job for mother for the last 
15 years.” 


knives of the poorest quality, and 
at the lowest prices. This, of 
course, may be an exceptional 
case, but all of us know there 
are people in the country who 
are willing to pay for goods of 
good quality, but this cheap 
craze, this five and ten cent 
counter idea, has spread over the 
country to such an extent that it 
is next to impossible to get first 
class goods in many stores. 
a 2S 

One of my friends informs me 
that the times have made him 
so mean that he is now taking 
Thursday of every week off, with 
the idea of not doing anything 
mean on that day. The other 
day he went out to the country 
to play golf with some friends, 
but it rained, so they played 
cards. They formed a new club. 
They call it—“‘Be Kind to Each 
Other Club—Fifty Cents Limit.” 
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STOO LATE 





WHEN the thermometer is burst- 
ing—when it is 100 degrees in the 
shade, your customers want fans— 
and want them at once. They ex- 
pect you to have fans—but it’s too 
late then to stock them. Your 
chance for profit is gone. 


YOu must have fans when fans are 
needed. Get your fan stock ready 
now, so that the first heat wave finds 
you ready—with a complete stock 
of Signal fans on hand. 


IF you have not seen your jobber 
for Signal fans, doit today. Signal 
has a complete line of fans—in a 
range of sizes from 6'% to 16 inches 
and a list price range of $4.25 to 
$30—both Induction and Univer- 
sal motor fans. 


SIGNAL fans sell with least effort 
—and they stay sold. Signal high 
quality is found in every fan. Three 

popular sizes of the In- 











duction non-radio inter- 
fering motor type are 
shown here. Don’t delay. 
See your jobber now. 


Signal 12 and 16 inch 
oscillator—list $26 and 
$30 














Cool Spot 12 and 
16 inch oscillator 


—list $21 


$24.50. 


Signal 10 inch oscillator—list 
$14—a popular fanin the me- 


and 


dium price class. 


Signal Electric Mfg. Co. 


Menominee, Michigan 


MAY 26, 


1932 






























Sell ALLITH “40-90” 
Garage Door Hardware 
on these 14 performance 
| points 


| 
| 


1. Permits design of door to harmonize with surroundings. 


2. Doors operate as a one-piece unit and move to the 
| open position overhead in a smooth, easy, effortless 
| manner, leaving the entire opening clear. 


When closed, the door is 
weather-tight at sides and top. 
the sides is included in the set. 


completely sealed and 
Metal weather-strip for 


4. Where special effects are not required, stock design 
doors from local mill can be used to good advantage. 
- No special frame for the opening is necessary. 


- Head room requirement in line with normal building 
design. (712 inches) 


Adaptable to double width openings thus eliminating 
center piers. 


- Ample clearance for all present car models even if 
rear bumpers are as close as three inches to the door. 


| « Counterweights may be placed in the rear corners of 

| the garages, thus permitting full opening but main- 
taining narrow building construction. 

Simple to install for the average carpenter. 

Economically priced. 


No maintenance expense. 


Door can be locked or unlocked, opened or closed from 
either the outside or the inside. 


Faultless per- 


Cannot stick or jam, in any weather. 
formance the whole year through. 


| 
| 
| 
te 
Write today for 
| details and 
| prices. Learn 
| more about 
ALLITH Garage 
Door Hardware ; 
Spring Hinges ; 
Industrial Door, 
Fire Door, Air- 
| port Door Hard- 
| wares; Rolling 
Ladders ; Door 
Hanger ; Stadium 
| Seat Brackets ; 
Certified Mal- 
| leable Iron Cast- 
| ings; Malleable 
Iron Washers 
and Overhead 
| Carriers. 
WwW 








Allith-Prouty Company 


| Danville Illinois 
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This Hardware Dealer Returned to Profits 


(Continued from page 31) 


“We get out in the territory 
more since we began pushing 
electric refrigerators. We see 
more people, bring more people 
into our stores, and, of course, 
do not neglect our other mer- 
chandise. Undoubtedly this ac- 
tivity has helped move other 
products.” 


Use All Factory Helps 


The Kuhn company depends 
upon factory sales, merchandis- 
ing and advertising helps. Stand- 
ard factory monthly window dis- 
plays are used and direct mail is 
well employed, all prospects be- 
ing reached through this me- 
dium. 

One sales idea which is prov- 
ing exceptionally productive for 
Mr. Kuhn is an “Economy Food 
Show and New Customer Drive,” 
a factory project to help users 
of commercial equipment in- 
crease their business. This is 
staged in food stores, the pur- 
pose being to acquaint the pub- 
lic with the economy of quantity 
buying of food supplies and to 
exploit the fact that that particu- 
lar line of refrigeration is used 
in that grocery or meat market. 
Souvenirs are attractions at such 
shows. Household cabinets are 
tied in by using them for dis- 
plays of food bargain features. 
The economy story is carried 
over from food purchases to re- 
frigeration and a Kuhn salesman 
is on duty at the store throughout 
the show. Numerous “live” 
prospects have been obtained in 
this manner for household re- 
frigeration, and at the same time 
daily receipts of grocers and 
butchers have been increased. 


Keeps Them Interested 


Mr. Kuhn keeps the residents 
of Miamisburg interested in 
electric refrigerators by con- 
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tinually doing things to attract 
attention. Recently he obtained 
the cooperation of the town fire 
department and arranged his 
most sensational and successful 
stunt. Because people like to 
watch fires and see firemen in 
action, he provided a fire right 
in front of his store. Crowds 
flocked to the scene, traffic was 
suspended and several hundred 
people watched flames encircle 
the latest model household re- 
frigerator of the line handled by 
Mr. Kuhn. It was a stunt de- 
signed to show the durability of 
the refrigerator’s all-porcelain- 
on-steel cabinets, with a “bally- 
hoo” man telling the story of 
porcelain during the fire. The 
fire department was used for 
scenery, as members were not 
needed to put out the benzine 
blaze. 

Mr. Kuhn says of this plan, 
“This was one of the most im- 
pressive things I ever did to sell 
electric refrigerators. I don’t 
believe that it will be necessary 
in a long time for me to sell the 
durability of porcelain as a fin- 
ish. Everyone in Miamisburg 
remembers this test and people 
still talk about it on street cor- 
ners, although it was conducted 
more than six months ago.” 

Advertising in the weekly 


newspaper is done in the style 
of the “personal column,” under 
the head “Kuhn Square,” with 
““personais.” Here is one on 
the refrigeration line, “Andrews 
& Son of West Carrollton have 
one of the most up-to-date res- 
taurants in this part of the coun- 
try. In order to insure better 
food and service to their many 
customers they bought 

(name of the make) equipment 
at 3 o’clock in the afternoon and 
at 3 o’clock the next morning the 
equipment was all placed and 
running. We are proud to be 
able to give this kind of service 
and if you want to know how 
Andrews & Son like this equip- 
ment ask Miles.” 


Expects Good 1932 
Mr. Kuhn expects 1932 to be 


a much better year than last. 
In January the company sold 
140 per cent of its month’s elec- 
tric refrigeration quota and by 
Feb. 8 had sold 200 per cent of 
its quota for that period. Last 
year the store made a _ gross 
profit of approximately $10,000 
on a capital investment of $30,- 
000, half of it being from the 
regular line of farm implements 
and hardware, the other half 
coming from the sale of electric 
refrigeration units. About one- 
third of the sales of household 
equipment were made in rural 
territory. 





The handmade tin 
lamp was used in 
the South before 
kerosene came into 
use. It’s use was 
discontinued about 
1868. The lamp 
was kept filled 
with lard and the 
wick was made of 
rags or strings, and 
had to be pulled 
farther out of the 
lamp each time it 
was used. 
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Crop of Vegetables 






Right now they’re starting to 
“put up” fruits and vegetables for 
next winter’s meals. The nation 
—a sound conservative part of it 
—has found that one way to avoid 
want is to prepare in time of plenty. 
It’s old-fashioned but it works. 

And because CONSERVO gives 
the average woman more for her 
canning equipment dollar, CONSERVO sales are booming. 
Bigger capacity—14 quart jars. Easier to use. New low price. 





Feature CONSERVO along with fruit jars and rubbers. 


Just one model—just one low price. 


SERVO 


Every time you sell a fishing rod, mention WUPEE—the 
electric worm charmer. Gets the worms by electricity. 
No digging. No work. Write for full description, prices 
and details. 


The Swartzbaugh Mfg. Co. 


TOLEDO, OHIO 


Manufacturers of Everhot Electric Cookers, Sandwich Toasters, Flectric Air 
Conditioners and many other useful appliances for Home, 





A Billion Dollar 


| q 
| Wj 





Office and Institution. 


MAY 26, 1932 





ALL-PURPOSE ... 


WOOD 
CEMENT 
CONCRETE 
LINOLEUM 
COMPOSITION 
HOME OR FACTORY 


Reduces Stock and Satisfies a Varied Demand 
QUALIT Y—PRICE—PROFIT 


Recommend Them 


Write for Color Card 40 BF and Prices 
Paint Sales Department 


JOSEPH DIXON CRUCIBLE 
COMPANY 


Est. 1827 


Jersey City, 


IXON 5S 


AINTENANCE 


DIXONS 


MAINTENANCE 











Who Makes It? 


Cuicaco, Itt.: Provide address of 
the Kasan Hardware Corp., manufac- 
turers of refrigerator hardware.—E. C. 
Kadow & Co. 

ANSWER: Kasan Hardware Corp., 
61 Navy St., Brooklyn, N. Y. 

* % * 

Los ANGELEs, Cat.: Who makes an 
electric trouser press?—J. L. Tallman. 

ANSWER: Wise-McClung Corp., 5th 
St. N. W., New Philadelphia, Ohio. 

* * * 


Ps.: Who 
knife? — 


SoutH BROWNSVILLE, 
makes the Miller scout 
Brownsville Hardware Co. 

ANSWER: Meriden Knife Co., Meri- 
den, Conn. 

* * * 

Boston, Mass.: Who makes key 
cabinets for hotel and apartment house 
use ?—Chandler. & Barber Co. 

ANSWER: Durabilt Steel 
Co., Aurora, Ill. 

* * * 
, Wisconsin Detts, Wis.: Where can 
parts for a Depecos hair clipper, manu- 
factured by D. Peres, Solingen, Ger- 
many, be secured?—Geo. Fedderly & 
Son. 

ANSWER: This clipper is imported 
by the Magnetic Cutlery Co., 1013 Arch 
St., Philadelphia, Pa., who will no 
doubt be prepared to supply repairs. 

* * * 


Locker 


East Orance, N. J.: Who makes the 
old black iron flower pot stand, which 
is made in the form of four step-like 
shelves about 24 inches wide?—Theo. 
J. Kramer, Inc. 

ANSWER: American Industrial Co., 
424 Armour St., Chicago, Ill.; Beaux 
Arts Wrought Iron Studios, 89 S. Blood 
St., New York, N. Y.; United Wrought 
Iron Studios, 284 E. 157th St., New 
York, N. Y., and J. Linn Johnson Mfg. 
Co., Wilkes-Barre, Pa. 

* * 

Scuouarig, N. Y.: Advise where 
rubber stamps to be used for stamping 
name on booklets can be obtained.— 
Chas. E. Willsey. 

ANSWER: Baning Stamp & Stencil 
Works, Syracuse, N. Y.; Glen Falls 
Rubber Stamp Works, Glen Falls, 
N. Y., and Lang Stamp Works, Albany, 
N. Y. 

* * * 

ALLIANCE, O.: Where can we buy 
an appliance known as a shoestring po- 
tato cutter?—Allott Hardware Co. 

ANSWER: This item is imported by 
G. M. Thurnauer Co., Inc., 6 East 20th 
St., New York, N. Y. 
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Information regarding 
sources of supply as pro- 
vided readers of Hard- 
ware Age by its Buyer’s 
Catalog Department is 
here presented as an aid 
to others in the trade 
who may be seeking the 
same articles. 





GETS HIS MONEY’S 
WORTH 


“I always read the 
pages in your maga- 
zine under the title of 
‘Who Makes It?’ and 
have received some 
very good information 
from these __—— pages, 


which I consider, is 
worth more than the 
price of the year’s sub- 
scription I have paid.” 
—(Signed) J. J. Gold- 
man, Morgan City, La. 











Missouta, Mont.: Who makes the 
New Easy bolt clipper?—Barthel Hard- 
ware. 

ANSWER: H. K. Porter, Inc., Ever- 
ett, Mass. 


* * * 


Irnaca, N. Y.: Advise where we can 
secure florists sprinkling pots, four 
quart capacity, having long slender 
spouts and handles circling over top of 
pot?—C. J. Rumsey & Co. 

ANSWER: A. Kreamer, Inc., 307 
Kent Ave., Brooklyn, N. Y. 


* + + 


WinnsBoro, S. C.: Where can we 
obtain repairs for an Omega power 
feed mill No. 11?—M. W. Doty & Son. 

ANSWER: C. S. Bell Co., Hillsboro, 
O. as 

CHARLOTTESVILLE, VA.: Advise where 
we may purchase a buggy. — W. T. 
Martin Hardware Co. 

ANSWER: A. Fassnacht & Sons, 
Chattanooga, Tenn.; S. E. Joyner, 
Hillsville, Va., and A. Wrenn & Sons, 
Inc., Norfolk, Va. 


Coip Sprinc, N. Y.: Where can we 
secure repairs for a Peerless level? — 
Felix D. Neagle. 

ANSWER: Peerless Level & Tool 
Co., Sterling, Ill. 

* % * 

Brockton, Mass.: Who makes a 
sheet metal oven, used for baking po- 
tatoes?—A. L Task Co. 

ANSWER: Washburn Co., Wor- 
cester Mass., and Savage Stanley Mfg. 
Co., 1906 N. Cicero Ave., Chicago, Il. 

* * * 

CHARLEROI, Pa.: Where can we pur- 
chase Oakite cleaner for paints and 
varnishes ?—Grants Hardware. 

ANSWER: Oakite Products Co., 
Inc., 22 Thames St., New York, N. Y. 

* * * 

DaNvILLE, Va.: Who makes electri- 
cal slicing machines for cold meats 
and bread? — Virginia Hardware & 
Mfg. Co. 

ANSWER: American Slicing Ma- 
chine- €o., 209 State St., Chicago, III; 
U. S. Slicing Machine Co., 540 N. 
Michigan Ave., Chicago, IIl., and A. J. 
Deer, Inc., Thomas & West Sts., Hor- 
nell, N. Y. 

* * * 

York, Pa.: Furnish address of the 
J. B. Ford Co., manufacturers of Wyan- 
dotte sanitary cleaner. — Anderson 
Hardware Co. 

ANSWER: Wyandotte, Mich. 

% * % 

Cameron, W. Va.: Who makes 
Sta-On rubber soles, that can be ce- 
mented to shoes? —Sinsel Hardware 
Co. 

ANSWER: We have been unable to 
locate any information regarding the 
manufacturer of the item mentioned, 
but Stik-Tite and U-Stik-On soles of 
this type are made by the Auburn Rub- 
ber Co., Auburn, Ind., and Jiffy-On 
are made by the Coulson Heel Co., 
Hanover, Pa. 

* * * 

LouisviLLtE, ALA.: Where can we se- 
cure repairs for an H. Pieper’s Patent, 
Leige, Belgium, single shot rifle?—B. 
D. Whigham. 

ANSWER: A. F. Stoeger, Inc., 509 
5th Ave., New York, N. Y., and R. F. 
Sedgley, Inc., 2311 N. 16th St., Phila- 
delphia, Pa. 

% * * 

GosHEN, N. Y.: Who makes the Par- 
agon spraying machine for small fruit 
trees?—E. A. Hopkins & Son. 

ANSWER: Campbell-Hausfeld Co., 
Harrison, O. 
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Sig 
X3773 Crystal Glass Shelf 






X3780 Opal Glass Shelf 





RINGCO 


BATHROOM 
FIXTURES 








This attractive shelf is designed to accom- 
modate the usual variety of Bath Room 
Accessories. It is 5 in. wide, by 5/16 in. 
in thickness and may be had in 18, 24 and 
30 in. lengths in either Crystal or Opal 


Glass. 


We shall be glad to send Folder which 
illustrates this entire new line of fixtures 
all Chromium Plated over a Heavy Nickel 
Plate on Solid Brass. It also gives dimen- 
sions of each item. Just ask for Folder X A. 


Waterbury 


Boston—170 Summer St. 
New York—2 Hudson St. 








Chromium Finished—Cannot Rust or Tarnish 


AMERICAN RING COMPANY 


Sales Offices: 


Besides several patterns of Shelves, our 
new line includes beautiful designs in 
Towel Bars, Soap and Tumbler Holders, 
Tooth Brush Holders, Swing Wash Cloth 
Bars—all told 28 popular selling RINGCO 


items which being 





We also make Eyelets, Grommets, Fer- 
rules, Brass Castings, Upholsterers’ 
Nails, Furniture Hardware and Special 


Brass Goods to Order. 











Connecticut 


Los Angeles—1226 Crenshaw Blvd. 
Chicago—29 E. Madison St. 


















Portable Demonstration 
Model 


Same Heating Unit 
Permanently Installed 
At Furnace 


(Note that burner is not 
attached to furnace) 





MAY 26, 1932 


A Portable Electric Oil Burner 
That You Can Sell Profitably— 


Even to Renters 


The SUMMERHEAT Electric Oil Burner is ad- 
mirably fitted for the hardware trade. Portable 
model occupies small space in show room. Easily 
transported to any home and demonstrated in 5 
minutes by simply plugging into light socket, with- 
out any alterations to grates or bricking up of fur- 
nace. Being portable a home renter can take this 
oil burner wherever he moves. Coal or wood fire 
may be used in emergency and furnace used as garb- 
age incinerator or rubbish burner. Quiet in oper- 
ation. Furnished complete with Portable Thermo- 
stat. Easily sold on our new exchangeable unit 
service plan and 5 year Rehabilitation Bond. 


Guaranteed against defects for one year. Will be re- 
built like new within 5 years at very small charge. 
Write us for name of nearest Jobber and full details. 


SUMMERHEAT CORP. of AMERICA 


Manufacturers of 


Oe WwinTERCOLD= 


Domestic ELELTRIC Refrigerator 


MICHIGAN 
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~ What's New 





for Retail 


New and Improved Merchandise— 
Display Helps—Sales Liter ature— 
Window Trims— New Packages 
—New Colors—New Deals— 


eres 














Hardware Stores 


Carborundum 
Sharpeners 


Knife Sharpener No. 
66, designed for quick 
and easy sharpéning of 
stainless steel or other 
types of knives. Filing 
should be done across 
edge of knife from point ~ 
to heel of blade, thus 
preventing marring and 
scratching of finish of 
knives, say The Carborun- 
dum Co., Niagara Falls, 
N. Y. Wood handles in 
blue, green or _ yellow. 
Attractive three color in- 
dividual cartons, dis- 
played in new metal rack holder, for one dozen units. List 
price 40c. Sharpener No. 46, list 60c., for garden and home 
use. Measures 1014 inches overall, fitted with durable wood 
handle finished in red. Dealer discounts, both items 35 per 
cent. 





No. 50 K. F. Scout 
Chow Kit 


A combination knife and 
fork, for outdoor use, which is 
easily cleaned. Knife blade of 
high carbon cutlery steel, prop- 
erly heat treated, hardened and 
tempered, says George Schrade, 
46 Seymour St., Bridgeport, 
Conn. Knife may be used for 
all purposes for which pocket 
knife is intended. Fork of 
nickel-plated steel. Handles 
of tempered wire, shaped to fit 
hand. Has no sharp corners. 
Bottle cap opener feature on 
knife blade. Leather pouch of 
tan color leather, with snap 
fastener. Suggested retail sell- 
ing price, 50c. per kit. Dealer 
cost, $3.75 per dozen kits. 
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Conrad Two-Piece 
Safety Razor 


Offered in five handle colors, 
ivory, jade, coral, blue and 
ebony. Frame, 24 karat gold 
finish. Display card of ten 
razors, 2 of each color, dealer 
cost $1.80. Blades list 25c. for 
package of four, with free ex- 
tra trial blade, separately 
wrapped. Dealer cost $3.60 for 
carton. Each carton has twe~- 
containers each holding 10 
packages, 20 packages to a carton, or 100 blades. The Con- 
rad Razor Blade Co., Inc., 36th St. and 47th Ave. Long 
Island City, N. ¥Y. Razor list, 25c. 


Deta Adjustable 
Oil Cloth Knife 


Eliminates carrying two 
or three knives on the part 
of the professional oil 
cloth layer, permitting him to quickly replace blades. Blades 
fastened by special patented feature. Three sizes of blade 
made to fit same handle; 2% in., 3 in. and 3% in. Blades 
made of Swedish steel with handles of hard burnt wood finish. 
The Parker Wire Goods Co., Worcester, Mass. 











Edge-Bak Safety 
Razor Blade Stropper 


For all makes of double 
edge wafer type razor 
blades. Edge - Bak Sales 
Corp., 10 E. 40th St., New 
York City, states that it 
has captured the old bar- 
ber’s stroke in stropping. 
Ten year guarantee. In- 
side mechanism die cast 
of aluminum alloy. Nickel 
finish exterior rust proof 
finished shell. Strops 
both edges of blade at 
full width and angle, 
blade being kept stationary and dry. Strops in less than five 
seconds. Genuine horse hide (leather) used. The maker 
states that a test equivalent to twenty years of use was given 
to one of the strops, without any appreciable signs of wear. 
List, $2.50. Dealer discount, 33 1/3 per cent. 
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everotain 


No. 320 Mirror-Finish Stainless Steel Paring Knife Display 





Every Blade 
in Full 
Mtrror-Finish 


Quality Knives 
at Popular 
Prices 


THE ONTARIO KNIFE CO. 


Order Thru Your Jobber 








Consists ot 


12—10c knives. Mirror-fin- 
ish Sterling quality stainless 
steel blades in two patterns 
securely riveted to black and 
green enameled handles im- 
printed “Stainless Steel” in 
gold. Nickel-plated ferrules. 


12—19c knives. Mirror-fin- 
ish Sterling quality stainless 
steel blades in two patterns, 
etched “Never-Stain.” Shaped 
whitewood handles, brass pins. 


12—25¢ knives. Mirror-fin- 
ish Sterling quality stainless 
steel blades in two patterns, 
swaged and etched “Never- 
Stain.” Shaped handles of gen- 
uine Nicaraguan  cocobolo, 
brass rivets. 


- Franklinville, New York 











IT’S Always 
“Housefurnishing Time” 


Items for the house- 
hold are always needed 
—there’s nothing sea- 
sonable about them. 
This is why so many 
dealers stock and push 
housefurnishings the 
year ’round. 


If you are not enjoy- 
ing the steady income 
that a good stock of 
housefurnishings pro- 
vides, you are missing 
something worthwhile. 
Look over the advertis- 
ing pages of Hardware 
Age and put in a stock 


now! 


Hardware Age 
. 239 West 39th Street, New York 
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The New 
Indented Cap 


ALO AKEO):I 


WORLD'S LARGEST — 
MAKERS 








"For High 
Pressure Sealing 


———— 


TO SELL MORE 


BOTTLE CAPS 


@ NATION-WIDE 
SERVICE 
Branch stocks in all the 
larger cities. Prompt and courteous 
service everywhere. 


@ BIGGEST VALUE 


The world’s standard. 
Maximum sealing efficiency at low 
cost, uniform quality, full count. 


@ GREATER PROFITS 


No complaints, no losses, 
more repeat business. More people 
buy these caps than any other kin 












X 


— Clean and Sanitary 


[ood ARETE 


OF BOTTLE 
CAPS 

















H. & R. Safety Cylinder 


Provides complete protection against 
defective ammunition, without making ex- 
traction difficult or requiring special 
cleaning to prevent misfiring and hard 
closing, says Harrington & Richardson 
Arms Co., Worcester, Mass. Heads of all 2 
cartridges inclosed in a single recess and surrounded by solid 
ring of steel. Cylinder of positive locked type with independ- 
ent locking latch. Grease cannot collect under cartridge 
heads and cause misfire or make closing of arm difficult, 
says the maker. Standard for H. & R. Special, Expert, 922 
and Hunter models as well as for the new H. & R. Sportsman, 
a .22 revolver. 





Enterprise 
Fruit Press 


_ For making jellies and bev- 
erages. All parts coming in 
contact with fruit are triple 
coated with pure block tin. 
The Enterprise Mfg. Co. of 
Pa., Third and Dauphin 
Streets, Philadelphia, Pa., 
states that rugged construc- 
tion prevents warping or 
cracking. May be taken apart 
for cleaning. Tin plate cylin- 
der, reinforced with wire top 
and bottom. Strainer cylinder 
is lock seamed, soldered and 
riveted. No. 3T, 3-qt., list $4.35, 14 in. high, weight 15 Ib. 
No. 6T, 6-qt., 18 in. high, weight 20 lb., list $5.40. No. 12T, 
12-qt., list $7.50. Detachable legs. Height with legs, 28 in. 
Weight, 35 lb. Dealer discount, 25-7 per cent. 








No. 5 King 
Pump Gun 

Is a 60-shot air 
rifle, repeater, oper- 
ated by the slide action principle. Has all-metal parts 
finished in blued steel, with attractive walnut finished stock, 
standard knife front and open rear sights, with safety de- 
vice to prevent accidental discharge before loading mecha- 
nism is fully closed. Length, 35 in.; weight, 2% lb.; list 
price, $3.50 each. King Mfg. Co. Div., Daisy Mfg. Co., 
Plymouth, Mich. 








Macmillan Sports Books Assortment 

Covering fishing, camping, hunting, dogs, archery, boxing, 
winter sports, tennis, golf and boats. Twelve books, list $1 
each, with none 
more than $2.50 


each. Total 
value, $27.75. 
Dealer _ cost, 


$18.50. Reorders 
for books at 1/3 
off list. Assort- 
ment to please 
dealer. The Mac- 
millan Co., 60 
Fifth Ave., New 
York City, also 
offers a similar 
display for gardening books, with stand captioned, “Books 
for Better Gardens.” Garden assortment lists at $30. Dis- 








count, 33 1/3 per cent. List prices on individual titles range 
from $1 to $5 each. Rack for either assortment takes space 
26 x 6 in. Attractively embossed and printed in three colors. 





du Pont Lacquered 
Fabric Tablecloth 


Are waterproof, 
stainproof and re- 
quire no launder- 
ing other than 
wiping with a 
damp cloth, says 
t he  Fabrikoid 
Div., E. I. duPont 
de Nemours & Co., 
Inc., Wilmington, Del. Offered in plain, embossed and printed 
effects in floral, leaf, lace, damask and conventional designs. 
Made in white as well as in pastel shades, including green, 
pink, blue and maize. Some pastel numbers feature geo- 
metric, floral and other designs in white. Pastel colors com- 
bined in some numbers with white and another color. Finishes 
include lusterless linen and crash effects. Reverse side of 
tablecloth material has a soft, flannely finish for protecting 
table. Two sizes: 54 by 72 in. and 54 by 54 in. 








Grip-Tite Clamp 
for Garden Hose 


Made of galvanized steel, may be ap- 
plied without using any special tools. 
Available in cadmium plated steel at 
small extra cost. Otto Bieber & Co., 
5 Columbus Circle, New York City, 
states that the pull is direct and that 
the clamps are easily removed. Illus- 
tration shows open and closed posi- 
tions. Suggested retail selling price, 10c. each. Dealer cost, 
de. to 544c. each, according to quantity. 











Winchester Nos. 61, 62, .22 Caliber Rifles 


Model 61, hammerless repeater for general purposes, cham- 
bered to shoot .22 short, and .22 long.and .22 long rifle rim 
fire cartridges, interchangeably. Other styles of this model 
available for three specific .22 caliber shooting requirements, 
one chambered for .22 short for gallery work, one for .22 long 
rifle for target shooting and one for .22 W.R.F. cartridges 
for general small shooting. Closed-in breech, hammerless 
slide action. Tubular magazine holds 20 .22 shorts, 16 longs 
or 14 long rifies. The .22 W.R.F. rifle holds 15 cartridges 
in magazine. Twenty-four inch barrel. Standard rifle, cham- 
bered for three cartridges interchangeably, has round. barrel 
while arms chambered for each specific cartridge have octagon 
barrels. Lyman gold bead front sight with Winchester 
sporting rear sight with sliding elevator. Model 62, illus- 
trated, single shot rifle is an all round slide action hammer 
repeater take-down model, for sporting and general target 
shooting. Has 23-inch barrel. Lyman gold bead front sight. 
Elevator sporting open rear sight. Two styles: one chambered 
for .22 short, .22 long and .22 long rifle rim fire cartridges 
interchangeably, the other specially for shooting gallery work, 
in ..22 short only. Hold 20 .22 short cartridges, 16 .22 long, 
and 14 .22 long rifle. Winchester Repeating Arms Co., New 
Haven, Conn. 
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Sherman Diamond 
Nozzle (Patented) 





Sherman Wrought 
Brass Hose Coupling 
(Patented) 








Sherman Water Thief 
(2 sizes) to fit 
%” & %” bibbs 





SL ras 





Sherman Hose Pipe 
(With Screw Tip) 


SHERMAN 





LAWN HOSE FITTINGS 


Now is the time to display and sell Lawn Hose Fittings. The SHERMAN 
is the most PROFITABLE line a dealer can handle—favorably known for 
more than 30 years. 


SHERMAN Wrought Brass Hose Fittings are the most ECONOMICAL 
fittings your customers can use. They give permanent satisfaction. 
Every fitting represents BETTER QUALITY than obtainable elsewhere 


for as LOW a PRICE. 


Sell them with confidence 


H. B. SHERMAN MFG. CO. 


Battle Creek 


Mich. 






Sold 
Through 
Jobbers 









Sherman Port- 

able Spray Head. 

Sherman Sill Cock Made only with 
or Lawn Faucet %” Hose Thread 





Sherman Rose 
Sprinkler 








Sherman Clinching 
Type Mender 





Sherman Wrought 
Brass Hose Clamp 
(Patented) 







Sherman 
Clinching 
Type 
Coupling 
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Drop Forged Wrenches 
New Designs 


RMS TRONG 

WRENCHES, admit- 
tedly the finest drop forged, 
carbon steel wrenches, have 
been made still better. A 
new design of head—lean 
tapering jaws that take a 
firm grip where other 
wrenches cannot reach; a 
longer, stronger wrench 
made possible by a new 
steel; a handier wrench that 


gives greater leverage and a more comfortable grip. 


37 types, all sizes—1 quality. 












Stronger—Longer 
Thinner—Handier 








Build Up the Cash Sales 


They are the ones that pay the bills and 
meet the overhead. It’s the merchandise 
sold from display that really rings the cash 


register. 
As specialists in hardware display Heller has 


helped thousands of hardware merchants 
develop the cash sale end of their business. 


=. 








You may have 
seen ‘‘The Story 
of Jim King.’ If 


These Wrenches Sell—Build Business 


These wrenches sell, their quality is apparent. They 
give complete satisfaction, build repeat business. They 


the asking. 


It can be done in any store. Definite sug- 
gestions and records of results are yours for 


not, you ought to 
have a copy. It’s 
ree. 


are profitable wrenches to carry for they carry full 
margins, are widely advertised. Wrench boards, display 


and mail selling materials freely furnished. 


Heller recommendations are always profitable 
and sound because they are based on ex- 
perience. : 


w.c. HELLER « co. 





Sign in the 
margin. 





Write for 
Wrench “The Tool Holder People”’ 
Catalogs 314 N. Francisco Ave., CHICAGO, U.S.A. 





ARMSTRONG BROS. TOOL CO. 


700 Bryant Street 
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MERCHANDISING SYSTEMS 
Montpelier, Ohio 
New York Office: 20 Vesey St., Suite 500 





Tear out this ad 
and mail today. 
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“Jiffy Bid” Auction 
Bridge Indicator 


Tells how to bid in 
playing auction bridge, 
suits on one side, no 
trump on reverse side. 
Both sides indicate when 
to bid and when to raise 
bid. Available with deal- 
er’s imprint. Cost: 150, 
$9; 250, $12.50; 500, 
$22.50, and 1000, $30. P. 
Bacon Richardson Co., 
149 Broadway, New York City, also offers new size score 
sheets, 914 x 6 in., for contract bridge, with dealer’s imprint. 
Pads of 20 sheets, with counts and penalties indicated. Cost: 
250 pads, $15; 500 pads, $23; 1000 pads, $43; 2000 or more, 
$40 per 1000. The same company also offers home budget 
books and automobile expense books, with imprints. 








Handy 5 in 1 Table and Chair Set 


Is a legless table large enough to seat four people. Meas- 
ures 36 x 29 inches. When closed, table becomes carrying 
case for entire unit, 
as seat legs fold in- 
side seats, which in 
turn fit inside table 
top. Has convenient 
handle. By unlatch- 
ing case, legs swing 
into place and patent 
catches lock braces, 
thus holding table 
and seats firmly in position. Measures 15 x 5 x 36 inches 
when closed. Finished in green with top and seats finished in 
leatherette black and green. List, $10.80. Dealer cost, $6.50. 
DeLuxe model which closes entirely into case, similar to a 
suitcase has imitation leather seat and table top covering, 
nickel fittings, comfortable suitcase handle. Measures 1444 
x 4x 36 inches when closed. List price, $14.75. Dealer cost. 
$9. Handy Table Set Co., 800 S. 72nd St., W. Allis, Wis. 








Two New Stanley 
Display Stands 

Furnished with 
small balanced assort- 
ments of fastest selling 
numbers. Both stands 
have wood base and 
heavy wire easel for 
support of tools, so 
that user can quickly 
compare and_ select 
tool desired. Rubber 
pads on bottom pro- 
tect counters. Bit 
brace stand offered 
with four most popu- 
lar bit braces; Nos. 
903-10”, 923-10”, 945- 
10” and 965N-10”, 
having a total sug- 
gested retail value of $14.85. Level stand furnished with five 
levels; two No. 313-24” aluminum, one No. 3-24”, cherry 
wood; No. 257-24”, 4 glasses, light wood; No. 347-24”, 2 
glasses, light wood. Total retail value of levels, $9.75. The 
Stanley Rule & Level Plant, New Britain, Conn. 
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Meccano 
Greenhouses 


Miniature models 
equipped with potting 
bench, forcing frame, 
flower pots, seeds and 
Loma fertilizer. Every- 
thing but earth is sup- 
plied with the various 
models. Cellulose composition admits ultra-violet rays. Steel 
foundation, finished in baked enamel to simulate brick. Steel 
frame of skeleton type, to admit maximum amount of sun 
and light. Curved eaves soften lines of roof. Entire roof 
frame may be turned back on a hinge to give access to plants. 
Shipped in assembled condition. The Meccano Co. of Amer- 
ica, Inc., 200 Fifth Ave., New York City. 








Mirro Oblong 
Dish Pan 

Has a stain- 
resisting anodic fin- 
ish that will not 
mark dishes or 





sink, says Alumi- 
num Goods Mfg. 
Co., Manitowoc, 
Wis. Anodic finish 


is result of an electro-chemical process which imparts a high 
degree of hardness to the surface. The process was per- 
fected by the company for use on electric refrigerator ice 
trays where resistance to both™corrosion and hard knocks is 
essential. Shape makes dishwashing easier, as the large 
dishes lie flat, permitting soaking all the dishes at once, 
without taking any more room in the sink. The No. 770-AM, 
914-qt., 18-gage Mirro pan lists at $1.95, east of Denver. 
Shipping weight, 19 lb. per dozen. The No. 774-AM 13-qt. 
retails at $2.25. Shipping weight, 21 lb. per dozen. 


Shelton Flower 
Baskets 

Are now available 
in three sizes in two 
finishes, natural ash 





and green. List, 
- green, $10 per 
dozen in nests of 


three assorted sizes. Natural ash finish. list, $9 per doz. Bas- 
kets made of hand-drawn ash splints, equipped with strong 
oak handle, reinforced by iron handle brace. For gardening, 
carrying cut flowers, etc. Weight about 25 lb. per dozen. 
Sizes, 14 x 9 in., 16 x 10 in., and 18 x 11 in. The Shelton 
Basket Co., Shelton, Conn. 


Vyntach Hooks for 
Supporting Vines 

Available in two 
types; one for ma- 
sonry, one for wood. 
Illustration shows 
how unit works on 
masonry. Suggested 
retail price for 25 
hooks for use in ma- 
sonry, $2; with 25 
expansion shells, 1 drill point and 1 drill holder. For wood, 
suggested retail price, $1, for 25 Vyntach hooks. Star Ex- 
pansion Bolt Co., 147 Cedar St., New York City. 
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CRUCIBLE {} BRAND 


Trade Mark Reg. U. S. Pat. Off. 
FULLY WARRANTED 
The Perfect Cutting Shears 


4a 













‘ALL YOU DO Ya 
AS TURN THE SCREW 


e 
€% _NEVER TOO TIGHT 


NEVER TOO LOOSE 


These Shears are assembled with special 
“Lockset” Lock-nut Device, embodying an entirely 
new principle in keeping snugly together both shear 
blades. 

The screw passes through an anchored tube, 
(Special Lock-nut fastened to the latter) and will 
not loosen or tighten UNTIL YOU TURN THE 
SCREW WITH AN ORDINARY SCREW DRIVER. 

Made in 7” and 8” sizes in the Straight and Bent 
Trimmer Patterns with Full Nickel and Japan 
Handles. 

If your Jobber does not carry the “Crucible” 
— Shears, write us and we will name nearest 
obber. 


THE ACME SHEAR COMPANY 
Knowlton and Joseph Streets 
BRIDGEPORT 
We Sell to the Wholesale Trade Only 


CONN. 





~-(CHICAGO)— 


SPRING HINGES 
Quality Plus 


In the “Relax” Spring 
Pivot Hinge users obtain 
a maximum in Quality 
plus the important spring 
action release feature. 





Dealers will find that it 
pays to sell the ‘‘Relax”’ 
because satisfied cus- 
tomers. are a valuable as- 
set and better profits can be realized on 
this Quality Hinge than on a cheaper 
substitute. 
Send for New Catalogue H 47. 





Relax 
Type 6001 
Spring Pivot-Hinge 


Chicago Spring Hinge Company. 
CHICAGO NEW YORK 
U. S A. 








Now ATLAS TACKS 
in colored packages 


Now ATLAS TACKS come packed 
in Neat Display Boxes, ready 
for your counter 





ATLAS TACK CORPORATION 


FAIRHAVEN, MASS. 
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The greatest forward step in rust-proofing 
poultry netting since the introduction of hot- 


dip galvanizing. 


SUPERIOR BRAND NOW MADE FROM 
COPPER BEARING STEEL 


Galvanized before or after weaving. 


Holds galvanizing longer. Safeguards against 
peeling. Makes the coating firmer and more 
ductile. 

Superior Brand Netting 

made from Copper Bearing 

Steel costs you no more. 


Write for complete story today. 


G. F. WRIGHT STEEL & WIRE CO., 
WORCESTER, MASS., U. S. A. 
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Atkins Dual Ground “Smooth 
Cut” Circular Saw 


Will rip, cross cut or mitre with 
equal efficiency and smoothness, 
says E. C. Atkins & Co., 402 S 
Illinois St., Indianapolis, Ind. The 
maker states that it will make an 
exceptionally smooth cut at 75 to 
80 ft. feed per minute, operating 
equally well at 3600 r.p.m. on high-speed direct-drive ma- 
chines. Runs without set and produces cuts smooth enough 
for glue jointing without further finishing, desirable for use 
in planing mills, furniture factories and other wood-working 
plants, as well as for adaptation to circular saw tables used 
in home workshops. Made in diameters from 5 to 20 in., of 
Silver Steel, accurately tempered and tensioned and given the 
Atkins “dual grinding” process. 





bmi 





Auto-Dinette 
Picnic Outfit 

Provides table service for interior of car, in the park, etc. 
Complete compact all-metal carrying case has vacuum com- 
partment for hot or cold foods or beverages. Attaches to back 
of front seat by means of self-adjusting nickel-plated spring 
arms. Attaching de- 
vice enables fasten- 
ing two removable 
covers on interior of 
front doors, provid- 
ing table service for 
front seat occupants. 
Measures, when 
closed for carrying, 
22 x 12 x 10 in., made of high-grade steel, finished in black 
lacquer outside, white inside with two nickel-plated stabilizing 
arms at each end to keep unit in position while in use on back 
of front seat may be used for cas1ying handles. Has remov- 
able silver compartment and cup fastener. Balance of unit 
vacuum compartment may be used with dry-ice and removable 
compression cover. Triangle Holding Corp., Detroit, Mich. 
Suggested retail selling price, $16.50. Dealer cost, sample, 
$12; three or more, $11 each; dozen lots, $10 each. 








Rogers No. 4M.S. 
Automatic Saw Sharpener 


For metal 
cutting saws 2 
to 16 in. in di- 
ameter, made 
for belt or mo- 
tor drive. In- 
dex or ratchet 
feed plate en- 
ables sharpen- 
ing or recut- 
ting with per- 
fect teeth of 
any desired 
shape, with ex- 
act uniform 
spacing, re- 
gardless_ of 
condition of 
teeth to be recut, says Samuel C. Rogers & Co., 191 Dutton 
Ave., Buffalo, N. Y. Machine inclosed except for grinding 
head and feed lever. Grinding wheel arbor has SKF ball 
bearings. Ample adjustments for taking up wear. Equip- 
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ment includes: 6-in. grinding wheels, ¥-in. arbor hole, internal 
belting, tooth former, index plate, and cone to accommodate 
usual sizes of saw arbor holes, tight and loose pulleys for belt 
drive, or with single phase motor for lamp socket connection, 
or motor for power line connection. Dimensions, 20 x 22 x 28 
in. Shipping weight, 250 Ib. 





Dealer Cost on 
Wheeling Square Tubs 


Dealer cost per dozen on the Wheeling square tub is as 
follows: No. 61, $6.50; No. 62, $7.10, and No. 63, $7.87. In 
the May 12 issue of Harpware AGE on page 98 the prices 
were incorrectly quoted. The Wheeling Corrugating Co., 
Wheeling, W. Va., is the maker. 


Universal 
Mixer and Juicer 


Has _ three - speed 
control; 1 qt., 54 in. 
diameter bowl, 3 qt. 
9 in. diameter bowl 
and juicer bowl with 
6 in. diameter. Cast 
base, hinge and 
hinge support. Six- 

. foot rubber covered 
cord. Overall height, 1414 in.; base, 1014 in. x 55% in. Rub- 
ber feet on base protect table surface. Die cast aluminum 
juice extractor case. Weight in carton, 15 lb. D.C. or A.C. 
operation. Supporting bracket has hinge permitting beaters 
to swing out of way and batter to fall into pan. Removable 
chromium beaters and drink mixer easily attached or de- 
tached by spring-lock. Rotary tray on which mixing bowl 
rests is revolved by beating action. Jade green unbreakable, 
acid-resisting, enameled bowls with black bead. Motor, 
bracket and gear housing jade green lacquer. Motor cap 
chromium plated. Enclosed gears. Cord anchored and pro- 
tected by coil spring. Landers, Frary & Clark, New Britain, 
Conn. 








Steel Button- 
Top Lawn 
Fence Post 


For residences, 
parkways, parks, 
etc., is made with 
heavy sheet steel 
having a rein- 
forced heavy but- 
ton top for driv- 
ing. Hammer and 
pliers are the only 
tools required for 
driving post and attaching wire. Posts finished in an attrac- 
tive shade of green paint, are 30 in. long with button top 114 
in. in diameter. Triangular shape of post gives added 
strength and open bottom permits soil to fill into the post, 
adding rigidity and as a protection against rust and decay. 
Open bottom permits base to be driven easily into soil. Posts 
marked to indicate how far base should be driven into soil. 
There are small lugs on 3 sides of reinforced cap, which holds 
wire strand from slipping after being attached. Corner post 
supports are available. List prices: 30 in. post, 20c. each; 
36 in. post, 24c.; 42 in. post, 28c.; 48 in. post, 32c., and post 
supports, 10c. each. Dealer cost posts, per dozen: 30 in., 
$1.68; 36 in., $2.02; 42 in., $2.25; 48 in., $2.69, and supports 
Chicago Metal Mfg. Co., 3724 S. Rockwell St., Chicago, 
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RUBBER TIPS 
ANDBUMPERS | x..1% 


Mack Hoist 
These fast selling replacement q TS 
items have thousands of uses on 
doors, desks, walls and furniture 
for the elimination of noise and 


the prevention of scratches. Every 
home, retail store, school-house and 
municipal building in your community 


Great Toys for Tomorrow's Great Men 







































rts Ls peso Png _— be followed up From the very smallest to the very largest cast iron 
ind i gee toys, Arcade has the most complete assortment. 
SLOTTED SCREW TIPS An attractive showing of these toys on your display 


counters and in the windows the year round will bring 
you greater profits. Write immediately for the new 
No. 40 Arcade Toy Catalog that features 45 new toys. 


Manufactured to fill the 
popular demand for a 
lower priced bumper to be 
used on door stops, furni- 
ture, closet seats and hundreds of other uses in the 


home. 
RUBBER HEAD NAILS 


Carefully molded of unusually durable rubber, these 
nails offer good protection wherever inexpensive bump- 
ers are required. 6 stock sizes. 


ELASTIC STEM TIPS 
A tip made entirely of rubber. Used for protecting 
desk top equipment from scratching, on desk covers 
closet seats, and in several larger sizes for chair 










No. 227 
Mack Ice Truck 
a eR 








Inserted without the use of glue, screws 


legs. g 
or nails. 
N Send for Catalogue No. 50 aa 

















ARCADE :::: TAYS 


The. ELASTIC TIP COMPANY ARCADE MANUFACTURING COMPANY | 


BOSTON 370 ATLANTIC AVE. MASSACHUSETTS 
Se FREEPORT, ILLINOIS 


UP TO THE MINUTE People Are LOCKING Windows 


A New and Safer 
R E V OL VER Burglaries, kidnappings, petty thieving everywhere. 


People are cautious—they’re LOCKING their win- 


THE dows. 
I = J ' TA a G E T te Ventilating Window Lock fastens win- 
A - ED gy dows securely, yet allows entrance of fresh air with- 
Easily applied—no 


out danger of intrusion. 
PORE a \ t mortising or cut- 
< ting required. 























































PRICED TO oll 
GET BUSINESS SS 


NOW 


Retail Prices 
6 Inch $3.50; 10 Inch $9.35 


A New Perfection in Safety 


Counterbored chambers which steel seal the 
cartridges safeguarding against burst car- 
tridge heads and resulting burning of trigger 
finger and discharge of adjacent cartridges. 
De-Flex Sighting Plane, Scored Trigger and 
Hi-Hold Grip. Heavy, Solid Frame. Cham- 
bered for eight 22 long rifle cartridges. 

Send for complete Firearms Folder A cover- 
ing the entire line. Order through your jobber. ° 


IVER JOHNSON’S ARMS & CYCLE WORKS 


Selling 
Rapidly Fag 


NOW} 


Priced so all can 
afford them. Order 
now while the rush 
is on. Packed in 
two dozen lots in 
attractive  dis- 
play carton. 





“Quality 
Hardware 


FITCHBURG, MASS. - 
NEW YORK CHICAGO SAN FRANCISCO ince 
151 Chambers St. 108 W. Lake St. 731 Market St. 1876” 
pwning 
Asti: » i 
pains oo The H. B. IVES CO., New Haven, Conn., U. S. A. 
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West Baden Springs Hotel Will Welcome You at the Convention 


Delegates, members and officers of the National Retail 
Hardware Association who attend the Convention held’ in 
this hotel, June 13th to 18th, will find our rates low—our 
meals delightful and the service unsurpassed in this abso- 
lutely fireproof hotel of over 700 rooms. West Baden is 
the home of the famous Mineral Waters, wonderful Sul- 
phur Saline Baths and Mud Baths. 


Room rates, American Plan per day, including meals: $5.00 
to $6.00 single rooms—$9.00 to $11.00 double rooms. 
Rooms with bath, single $7.50—double $13.00. All rooms 
have private lavatory and running water. For your conven- 
tion only, above rates entitle you to free use of Golf, Ten- 
nis, Bowling, Billiards, Swimming Pool. Bridge Tea Party 
for the Ladies. Combine business with an outing. Make 
your reservations early. _Write R. F. Hall, Manager— 


West Baden Springs Hotel, West Baden Springs, Indiana 











roundings. 


vestment. 





DON'T SELL PAINT— 
SELL CLEANLINESS AND ATTRACTIVENESS! 


Touch the commonplace with a wand of imagination—Visualize for your 


customer the effect of the use of the product. 


The washing machine and vacuum cleaner mean leisure 
for a fuller social and cultural life. 
A good grade of builders’ hardware means freedom from 


repairs, permanency of investment and more inviting sur- 


Paint and varnish carry with them a more sanitary, colorful 


and harmonious home—as well as an enhancement of in- 


Case studies, giving in detail the application of sound modern principles 
of merchandising, are given in HARDWARE AGE. A careful perusal 


of each issue is an education in salesmanship. 
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Optimus Gasoline 
Blow Torch No. 301 


Fills easily, lights quickly and won’t 
blow out in the strongest wind, says 
R. E. Miller, Inc., 35 Pearl St., New 
York City, importer, Produces a blue- 
white flame of intense heat. Lamp is 
easily extinguished. May be carried in 
pocket or tool kit without leakage, says the importer. Torch 
is very compact. Convenient rest for soldering iron. Sug- 
gested retail selling price $2.00. 





Ejector 
Mouse Trap 


Has a_ wire 
handle which is 
turned to release 
mice, without 
the necessity of 
touching them. 
Packed 14 gross 
to the display 
box and 6 gross 
to the shipping 
carton. Sug- 
gested retail sell- 
ing price, 2 for 
5c. Dealer cost, $2.20 per gross. 
NX. 





Ejector Trap Co., Oneida, 





Woodwin Caplox No. 494 
Attachment Plug Cap 


Does not require screws nor tools for 
wiring. Wire is placed between jaws of 
prong, and two Bakelite pieces are screwed 
firmly together. Bottom of cap entirely in- 
closed. Furnished in various colors. Ap- 
proved by Underwriters’ Laboratories. C. D. 
Wood Electric Co., 565 Broadway, New York City. 








Mothimune 


Exterminator liquid in handy 
bottle which, when poured on 
evaporating pad accompanying 
it, quickly generates a gas with 
a pleasant odor. Gas perme- 
ates texture of any fabric and 
instantly kills moth, moth-eggs 
or larvae it may contain, says 
Mothimune Products, Inc., 29 
E. 22nd St., New York City. 
Four sizes listing at: 25c., 50c., 
75c. and $1 respectively. 
Mothimune Rug Bags made of 
Mothimune material, in three sizes listing at $2, $2.50 and $3 
respectively. Large bottle of exterminator and evaporating pad 
with each rug bag. Mothimune garment bags of orchid colored 
Mothimune fabric, open on sides; open end locks tightly as it 
is folded. Outfit includes substantial hanger hook, and hook 
to hold evaporating pad moistened with the exterminator. 
Small size, list $1.25, 40 inches in length, will hold three 
suits of clothes while large size, 60 inches long, holds three 
large garments. Complete outfits one bag, bottle of Mothi- 
mune Exterminator and evaporating pad. Dealer discount 
on all items, 40 per cent. 
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SAMSON CORDAGE WORKS 


BOSTON, MASS. 


Yate) « OO) .9 D 


SAMSON SPOT, PHOENIX and SACHEM brands 
each the standard of quality for its particular use 
“There IS a Difference in Sash Cord” 
OTHER BRAIDED CORDS* COTTON TWINES 


Send for catalogue, samples and selling information 








U. S. Sink Shape 
KITCHENETTE 
DISH PAN 


RETAILS FOR $1.00 








Size 1642x10'44x44% deep 
PORCELAIN ENAMEL ON HEAVY STEEL — Triple Coated 
ORDER THIS Introductory Offer: 

TRIAL PACKAGE Bm «4 on!y No. 16 KITCHENETTE DISH PANS, White Granite 
Packed '/2 Dozen er ee “= ~~ CS. ee 
Assorted Colors in a 4g ss “Spray Green 


Shipping Carton 
Weight per Carton 23 Pounds Ask Your Jobber 


UNITED STATES STAMPING COMPANY 


QUALITY ENAMELED WARE MOUNDSVILLE, W. VA- 








~~ 


Sepa pa =i E 
few ew Eee BE 


Famed For Its Sanitation Features 






Poultrymen know the health of their 
flocks demands cleanliness, particularly 
in feed, and drinking water. Moe Poul- 
try equipment has been time tried and 
tested. That’s why Dealers find Moe’s 
Line favored by successful poultry raisers 
—and naturally a profitable line to handle. 


» WoEFT & COMPANY 


2305 Davis Street, North Chicago, IU. 
Write for Our Catalog 







A Sanitary Fountain 





Cultivate Cutlery 


The keen dealer realizes clean-cut 
profits from his cutlery stock. A pleas- 
ing portion of his income is cut from his 
knife sales. 


Whet your knowledge on the Harp- 
waRE AGE grindstone. Profit by the cut- 
lery articles. 
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Famous Hill Champion Clothes Dryers 


Hill Clothes Dryers have been known for over 45 years. More than 
a million housewives have found them most satisfactory. An out- 
standing seller in the big Hill line is the Hill Champion. Can be 
used on level ground or hillside. No concrete needed. Base easily 
set. Reel locks on post automatically. Revolving arms enable 
housewife to hang entire wash without stepping out of her tracks. 
Wood parts thoroughly painted. Metal parts rust-proof. Strung 
with best cotton line, 3 sizes to hold 100, 115 and 150 ft. of line. 














Good profit. Send for folder and prices. Lightest and strongest 
made. Also manufacturers of Atlas, Spartan and Balcony Dryers. 


HILL CLOTHES DRYER CO., Inc., 40 Central St., Worcester, Mass. 


N. Y. Distribution: Herman Kornahrens, Inc., 111 Murray St. 




















! NOTICE 


June Oth Issue: The Florence page is one of the 
most unusual and interesting advertisements ever written. 
Send for a copy of ‘“‘The Big 3—and Profits for me!” 


FLORENCE STOVE CoO. 
GARDNER, MASS. 


Manufacturers of Oil Ranges, Ovens, Space Heaters, 
Range Burners—Gas Ranges and Electric Ranges ° 











For Heavy Work in Exposed Places 


That’s where the COES All-Steel Wrench proves its eternal fit- 
ness. Sell it for this purpose. It’s made weather-proof, fool- 
proof, insect-proof and unbreakable. Standard equipment of many 
railroads, mining companies and industrial plants. Seven sizes: 
6 to 21 inches. 

Your Jobber Will Supply You 


BEMIS & CALL CO., Springfield, Mass. 





YOUVE NEVER BEFORE 
SEEN TACKS LIKE THESE. 


By means of a special process, every 
tack that leaves this plant is perfectly 
blued to a gun-barrel finish. Every 
tack is sterilized—they’re uniform in 
quality and finish and they’re attrac- 


tively packaged for quick sales and 
profits—and they cost no more than 


x \ ordinary tacks. 
HOLLAND MFG. CO., Baltimore, Md. 








\ SS ThE GS AN 
HALLAND TALKS 


HOLLAND MFG. CO. 
Baltimore, Md. 

Send me samples of these new, fast-selling tacks 
in their attractive package. 





ANTNNN SS 

















A NEW EDLUND 
CAN OPENER 


No. 4W-Wall Attached Style Retails for 
No. 4T-Table Attached Style $1.50 


This latest addition to the 
Edlund line of quality prod- 
ucts has many notable im- 
provements — lower priced — 
more compact — more attrac- 
tive—and yet includes all the 
features that have made 
Edlund can openers and egg 
beaters the tygie arracHED STYLE 

= stand- 
WALL ATTACHED STYLE ard of 
Wall bracket is made in . . 
seni pee oko ety in 
pletely. kitchen 
utensils. A guaranteed can 
opener that is a valuable addi- 
tion to the field of kitchen 
equipment. Opens any can— 
round, square or oval — large 
or small. Cuts the top out, 
leaving an absolutely smooth, 
safe edge. Attractively packed 
in individual boxes. 


From Your Jobber or Direct 


EDLUND COMPANY 
BURLINGTON, VERMONT 
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INDEX TO ADVERTISERS 








THB ADVERTISEK: INDEX is published as a convenience and not as a part of the advertising contract. 
No allowance will be made for errors 


Every 
or failure to insert. 


care will be taken to index correctly. 






























A E L | s 
Acme Shear Co...... 5. .scsee. ee | ame Mugeke ICOn css cclned ese oe — | Landers, Frary & Clark....... 91 | Samson Cordage Works....... 85 
A gs an © ee «+e 71 | Edison Lamp Works...... «++. — | Libbey-Owens-Ford Glass Works — | Sands Level & Tool Co....... — 
American Chain Co......... 5 MN Gs oni 6656 ease ensue es ee ee ee ere — | Sandvik Saw & Tool Corp.... — 
American Fork & Hoe Co...... ef NO SAD CO co ccy acc ees seems Sr tA «MWe Cos. occas — | Savage Arms Corp.........-.0. —_ 
American Gas Machine Co..... 12 | Electric Sprayit Co............ —- Schalk Chemical Co........... — 
Prana ro a. Ris foal ees < MPM OE a ebn kc ccae ee coned 90 Schatz’ Mig. Co....ceccsscccss 67 
merican Sea Schvate Cutlery Ce... cccccecs — 
a wad as Co..... — — ‘a = dave: sie ms <a 
MEFICAN SCTEW Co... cccscccere _ Shapleig ardware _ 
American Sheet & Tin Plate Co. — Sheffield Bronze Powder & Sten- 
= cca ge somg Co... — M GU COiss caciemeewe ves. ovnee«s “= 
erican Stee me C6... : S piensa _- 
American Window Glass i. = F McLaughlin Gormley King Co.. 60 vere —. cca aveenca — 
Ames - Baldwin - Wyoming McKinney Mfg. Co...........- — | Sherman Mfg. Co., H. B....... 79 
eo eon cree 90 | Fate-Root-Heath Co. ........- Marshalltown Trowel Co....... — | Signal Electric Mig. Co........ 71 
Arcade Mfg. Co.............- 83 — rane & "Stamping Master ‘Lote (Cann. ccssccs- =i) Gites Bate Oo.. 6. ou. sksaoeoes pes 
Armstrong Bros. Tool Co...... dal fa son ce OO a OT Ne Maydole Tool Corp., David... — | Simmons Hardware Co......... _ 
Oo ee ae Se ee 81 Florence i or. 86 | Metal Sponge Sales Corp..... — | Skelton Shovel Works of the 
Atidns & Co., E. C.... cs 0.0% aN ORON RCM Ati ones 6.ain' vepsie — | Midway Chemical Co........... =i Aantnan Wack & Box Co... << 
Poreuerge Wits. Co)... 6.6 cicccws —| Miller Inc., Robert E......... 90 | chy 3 an 
- “ x Slaymaker Lock Co..........- 
Milwaukee Stamping Co....... — | Standard Tool Co........+.++: — 
Montague Rod & Reel Co...... — | Stanley Works ......s-ececee = 
Moore Push Pin Co.........-. 90 | Star Heel Plate Co..........- — 
i Myers & Bro., Co., F. E...... 22 | Stewart Iron Works Co., Inc... — 
sachet obey 3 CORY <.6.0cer0 - 
Summerheat Corp. ............ 
Babcock, W. W., Co.........5- = G Sw | h Mf Cc 73 
ME MO o's b:5 ak G9.4:8 6-¥-05c:0 -- mwartzbaugh Bitty. a 
ee — | General Electric Co., Nela Park — 
SS 28 eee 86 | Gilbert & Bennett Mfg. Co..... 90 
Bethlehem Steel Co...... oo = Medal Folding "Patian N 
Pics Se 8. W. 6a6ekwbcendbaceceueéees —_ 
Bismarck Hotel, New......... 62 Goodell ROT Waaacnweedekaeersn — | National Carbon Co............ 6-7 
Bissell Carpet Sweeper Co.. — | Goodrich, B. F., Rubber Co.... — | National Cash Register Co.. _— 
eR: Ree _ Goodyear Tire & Rubber Co... 57 | National Enameling & Stamping T 
Blaisdell Pencil Co......-...... == | Gray & Dudley Co....00csc6e- — Ci weheanevenave beeeues ees 
Bommer Spring Hinge Co..... — | Griffin Mfg. Co............... 67 | National Lead Co..... Sensuous — | Trow & Holden.......ccccsece — 
Book-Cadillac Hotel .......... == | Griswod Mig: Co....0.ccccese — | National Mfg. Co.....secsecss 11 | Tabular Rivet & Stud Co..... — 
Boston Varnish Co............. — Nelson Mfg. "is Rat, aR... 92) vdkae Duck &iRabler Co...... <= 
Boston Woven Hose & Rubber Co. 19 Nicholson File Ca... .<0200000- 18 | Turner Brass Works.........- a 
dene ge ee ee — Nineteen Hundred Corp....... — ; 
rush-Nu_ Co. .......2.--seeee — Norge: Korp. ca ccscviecscssewee _ 
eee ee a= Northwestern Barb Wire Co... 69 
Bunting System ............. 90 
Burnley Battery & Mfg. Co.... — H 
Burroughs Adding Machine Co. — 
Hammond Paint & Chemical Co. — 
Harrington-Richardson Arms Co. — U 
pel — ot Eee 79 
i res: Dyer COvs. eck. 86 Mle OR occ 
. Hillerich & Bradsby.......... a . a Ren aden = 
eal wig rc see eeerereees = O’Cedar > “‘“ Ria gl ericaryip ora era's ore Be S. — Lona scale sveauleiee a's - 
nvas Products Co........... lies See ee ak O44 Op Ontario nife Mentos 5:0 sane ee 77 I S. Stamping Pie eee wets 
— ak 0% - Hoppe, inne = Areeeesees ek ee a rr 90 
te Bong | ae eh 65 | Humphryes Mfg. Co.......... — 
Chapin Mfg. Works, The R. E. — Hutchison Engineering Co...... 
Chicago Roller Skate Co....... — 
Chicago Spring Hinge Co..... 81 
Clarke Sanding Machine Co... — P Vv 
a —— —: ote owes — ys © 
emson WOR, EMC. cccvecses -- Page Steel & Wire Co......... _ 7 mance nee e pe 
Cleveland Quarries Co........ = i Patent Novelty Co..........0. — onl o Mfg. Co..... — 
Cleveland Wire Spring Co.. "| ndeneident Toc Gs Peck, Stow & Wilcox......... — | Vichele Tool CoiceWeccsccccces 25 
Clover Mfg. Co. —'| Ta cad Waterbucy Co Shep kaes — | Peerless Handcuff Co. .......-. — | Vogue Craft Studios.......... a 
Columbian Enameling “& "Stamp- Fe oa Steel & Wi °C aiaaate ~ | Penn. Tack Co......sccvcees SOE NANO OR... cccccocccoccves east 
ing Co. nw sseee sevens verre es — | Irwin Auger Bit Co. ema — | Pennsylvania Lawn Mower Wks. - Voss Bros. Mfg. Co........... 4-5 
Columbia Phonograph Co., Inc. — ica C & B. Sees Be 400 8 33 Perfection Stove Co., Inc....... 8-9 
Columbian Rope Co........... 1 wg Wh KO RL ES Peters Cartridge Co.......00. 
Consolidated Merchants Syndi- Cy a nr — 
Pe errr re 62 Pittsburgh Plate Glass Co. . 
Continental Screen Co......... 13 (Paint & Varnish Div.)..... _ 
Copper & Brass Research Asso- Pittsburgh Plate Glass Co. (Ren- 
SS er ee eee -- nous Kleinle Div.).......... — w 
Corbin Screw Corp........... = J Pittsburgh Steel Co.......500.. — 
Corning Glass Works.......... 15 Plymouth Cordage Co......... —lw Mir. Ca: ke 
Crescent Tool Co............: — | Tennings Mfg. Co.. Russell.... — | Progressive Mfg. Co..........- —\|lw | ty Rem jen ta. a 
Crown Cork & Seal Co......... 77 | Johnson’s Arms & Cycle Works, _ . Ww Aros diary len Springs, Hotel... — 
Cyclone Fence Co...........-. = i eee 83 Westinghouse Electric & Mfg: Co. 21 
Johnson Mfg. Co., Nestor..... ae Westinghouse Lamp Co........ — 
Justrite Mfg. Co...........45. Te WieeWie BGR. voce icccansse _— 
Wickwire Spencer Steel Corp.. 20 
D R Lemay eal we Arms Co. rey 
itt ornice err ee ree ek 
i — Be Bs re Co ses eocdeneetoee — | Wooster Brush Co....... — 
Deisy el > ike. os. aes K Remington Arms Co., Inc.....3, 55 | Worthington Co.. George....... — 
Delco Appliance Corp......... = Republic Steel Corp. (Upson Nut Wright Steel & Wire Co., G. F. 81 
Diamond Calk Horseshoe Co... — Kelly Axe & Tool Works of the BOY cnc nsdade sith siete vers a 
TN is, ME Mee cvs ccs'ec os Sas American Fork & Hoe Co... — | Reynolds Wire Co............. _ 
Disston & Somes, Berry. .....- ae. UL | a ee eee 69 | Richards-Wilcox Mfg. Co...... — 
Dixon Crucible  Co., Joseph 73 | Keystone Steel & Wire Co — | Robertshaw_ Thermostat Canes. 23 
aT) ae ee ies Bt ae —— | Robinson, Edward By iesccscees - 
Duluth Show Case Co......... — | Kingston Products Co......... Se ge OS Se os are _ : 
Durable Toy & Novelty Co..... — — . a k ers 63 Rugg | Mis. ori ees’ at's ¥ 
y <nape Jogt } io Cah eee es —_ usse urdsall ¢ ar Olt § 
a: a ircrriceealcaeaaNe —- Keapp-Henerch Co, ee ee _ PRU eich 69 R060 0-0 oees< — | Yale & Towne Mfg. Co........ —_— 
THE DASH (—) INDICATES THAT THE ADVERTISEMENT DOES NOT APPEAR IN THIS ISSUE 
87 


MAY 26, 1932 











CLASSIFIED ADVERTISING 
RATES 





Positions Wanted and Help 
Wanted Advertisements at Spe- 
cial Rate of one cent a word, 
minimum fifty cents per in- 
sertion. 











Use the “Classified Opportunities Section” to Reach Hardware Manufacturers 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


THE FOLLOWING RATES 


apply to “Business Opportunities,” “Sales 
Accounts Wanted” and “Sales Representa- 
tives Wanted” advertisements. 


Set Solid, Minimum of 50 words.... 
Each additional word........... 


All Capitals, Minimum of 50 words.. 
Each additional word......... coe 
Allow Seven Words for Keyed Address 


Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc., will not be reforwarded 








BOXED DISPLAY RATES 
nch oe + +++ $5.00 
Each additional inch. 0.0. 00\6-008 ccccce 400 
Discounts for Classified Advertising 
4 insertions, 10% off, 8 insertions, 15% off. 
Due to the special rate, these discounts do 
not apply on Position Wanted or Help 
Wanted Advertisements. 


HARDWARE AGE is published every other 

Thursday. Forms close Nine Days previous 
to date of publication. 

Address your advertisements and replies to 


HARDWARE AGE, Classified Opportunities, 
239 West 39th St., New York City 

















HELP WANTED 





MANAGERS WANTED for. plumbing, heat- 
ing, paint and hardware departments by a large 


chain of retail stores. Opportunity for men 
experienced in estimating and selling complete 
plumbing, heating and furnace jobs. If you 


have all-round experience in running a hardware 
business, write us about your age, jobs held, 
and starting salary requirements. Address Box 
J-801, care of Harpware AGE, New York City. 





SALES REPRESENTATIVES 
WANTED 


SOMETHING NEW —Tarzan Water-Proof 
Wood Glue Powder mixes with cold water, turns 
and hardens into wood, takes the place of glue, 
crack filler, putty, and solder, adheres to any- 
thing, for inside and outside work, mixes into 
a paste, a thick crack filler and a wood putty, 
no waste, 100 times stronger than glue, also 
heat and cold proof. Write TARZAN PROD- 
UCTS COMPANY, INC., South Hill, Virginia. 








ROPE SALESMEN wanted for New Jersey, 
Delaware, Pennsylvania, New York, Michigan, 
Indiana. Sideline 5% commission. Address 
UNITED FIBRE COMPANY, 82 South Street, 
New York City. 





WANTED—Manufacturers’ representatives for 
a fast-selling competitive line of all types of lamp 
bulbs. Very liberal compensation. Address Box 
J-795, care of Harpware AcE, New York City. 





SALESMEN WANTED on commission basis 
for competitive line of Cooks and Butcher Knives. 
State experience, territory covered and references. 
Address Box J-794, care of Harpware AGE, 
New York City. 





SALES REPRESENTATIVES 
WANTED 








NATIONALLY known article, 

an exceptionally popular Sum- 
mer item, Coast to Coast, is to be 
merchandised direct to Hardware 
Dealers and Merchants of kindred 
lines. Salesmen, here is your 
OPPORTUNITY. A liberal com- 
mission to go-getters with expe- 
rience and a following in the big 
cities and adjacent territories. 
You must come well recommended. 
If you want a wonderful opportu- 
nity, write quickly, giving details 
as to ability, to 


Hardware Distributors Company 
7427 West Chicago Blvd., Detroit, Mich. 














MANUFACTURERS’ REPRESENTATIVES 
wanted on new floating-type faucet washer. Rev- 
olutionizes water and heat bills. One Cleveland 
dealer re-ordered 5 times in 30 days. One dis- 
tributor averaging 20 gross monthly with small 
territory. Sensational seller. Commission. Give 
full details—organization, territory, present lines. 
Address DUCHARME PRODUCTS, INC., 
Western Reserve Bldg., Cleveland, Ohio. 


SALESMAN to travel New York State ex- 
clusive of New York City territory. Applicant 
should be man who has called on Hardware job- 
bers, retailers, department stores and merchandise 
syndicates. Should live in state and have his 
own car. Write, giving full record of employ- 
ment during last five years) MANUFACTUR- 
ER P. O. Box 739, Terre Haute, Indiana. 





BUSINESS OPPORTUNITIES 


HARDWARE AND SPORTING GOODS 
STORE, in splendid location with low rent, 
between two large factories, on main street of 
an Ohio city of 200,000 pecple. Clean, salable 
stock and modern fixtures. A bargain at $4,500. 
Address Box J-788, care of HarpDWarRE AGE, 
New York City. 


SALES ACCOUNTS WANTED 


MANUFACTURERS’ REPRESENTATIVE 
wishes additional factory lines for Chicago and 
Milwaukee territory. Call on wholesale hard- 
ware, factory, mill supply, woodenware, paint 
and housefurnishing goods trade. Twenty years’ 
acquaintance. Address Box J-766, care of Harp- 
warE AGE, New York City. 














SALESMAN traveling Pacific Coast on salary 
desires to @hter business for himself, representing 
one or several A-1 manufacturers on commission 
basis. Lines must have general appeal and be 
repeaters. Ready to start in 30 days. If de- 
sired can arrange points of distribution in Los 
Angeles, San Francisco, Portland and Seattle. 
Address Box J-799, care of HARDWARE AGE, 
New York City. 


LET PACIFIC COAST BUYERS SEE 
YOUR LINE—High class salesman will intro- 
duce direct to Jobbers or Dealers with Display 
Auto Truck. Will only consider high class repeat 
propositions with protected territory. Cover 
entire Pacific Coast. Address Box J-800, care 
of Harpware AGE, New York City. 


HARDWARE MANUFACTURER having a 
wide acquaintance with hardware jobbers and 
dealers, department stores and mail order houses 
would like to represent manufacturers of quality 
merchandise on commission. Have 400 sq. ft. 
available space for carrying stock. Address 
Box 7458-A, care of HArpware AGE, 802 Otis 
Building, Chicago, IIl. 











BUSINESS OPPORTUNITIES 








Sales Representatives Wanted 


SALESMEN now calling on the Whole- 
sale and Retail Hardware and Paint trade, 
to carry a complete line of DUO BLADE: 
SCRAPERS, for floors, wood, paint and 
boats. Our line is being bought freely by 
some of the most prominent accounts in 
the country and we need the services of 
several hard-hitting specialty men who 
know how to do missionary work with the 
dealers and who can launch a line and 
deliver, in order to round out our sales 
organization. The following territories are 
open: Connecticut, N. Y. State, except 
N. Y. City, Carolinas, Georgia, Florida, 
Alabama, Tennessee, Kentucky, Michigan, 


Mississippi, Illinois, except Chicago, 
Arkansas, Texas, Oklahoma, Nebraska, 
Towa, Dakotas, Montana, Wyoming Colo- 


rado, N. Mexico, Arizona, Utah, Nevada, 
etc. Patented products, little or no com- 
petition, a straight 10 and 15 per cent 
contract and full credit on repeat business is 
offered to men who will work and plug a 
line. We are one of the few factories who 
are behind on deliveries in these times. 
Tell us about yourself and whether you 
can cover this class of trade and get results. 


VOSCO TOOL COMPANY 
1625 N. Hancock St., Philadelphia, Pa. 

















WANTED 
AGENTS—JOBBERS 


and - 


DISTRIBUTORS 


THE OXFORD TOOL CO. 
180 West Oxford St., 
Philadelphia, Pa. 


An old organization manufacturing 
a fine line of mechanics’ tools—Cold 
Chisels—Star Drills, etc. 


Write for proposition. 














A COMBINATION SALT-AND-PEPPER 
SHAKER, just out. Chromium finish for top, 
glass in four colors, top closed, cannot leak, O.K. 
for damp climate, salt always dry, good for home, 
auto, dinner pail, and tourist. Sells $.50 for one, 
$1.00 for two, or $6.50 for 24, which will in- 


clude a handsome counter display. Address 
COMBINATION SALT AND PEPPER 
SHAKER COMPANY, 706 N. Main St., Los 
Angeles, Calif. 





TWO EXPERIENCED CUTLERY SALES- 
MEN, having established trade with Cutlery 
Jobbers, Mail Order House, Chain Store and 
Department Store trade, want additional Factory 
line for Chicago and surrounding territory. 
Commission basis. Have facilities for carrying 
stock and shipping from Chicago. Address Box 
J-792, care of Harpware Ace, New York City. 





WANTED—Manufacturer’s lines to sell on 
commission direct to retail trade in South half 
of Texas, including Austin and Houston. High- 
est references as to ability. character and_ sales 
experience. Address Box J-806, care of Harp- 
wARE AGE, New York City. 


MANUFACTURERS’ REPRESENTATIVE 
wishes additional line for Hardware and Electric 
Jobbing and Retail Trade in Texas, Oklahoma, 
Arkansas and Louisiana. Address Box J-793, 
care of Harpware AcE, New York City. 


A SALES ORGANIZATION located in Man- 
hattan, is seeking the exclusive distributorship 
or selling rights for a product of merit in 
Metropolitan Area. Address J. & K. SALES, 
INC., 17 State St., New York, N. Y. 


POSITIONS WANTED 


SITUATION WANTED—Stenographer with 
over ten years’ experience, wishes position three 
or four evenings a week, either in Brooklyn or 
New York City. Address giving full informa- 
tion as to class of business. Address Box J-772, 
care of Harpware AGE, New York City. 














HARDWARE AGE 











CLASSIFIED OPPORTUNITIES 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not be addressed to box numbers. 





POSITIONS WANTED 


POSITIONS WANTED 


POSITIONS WANTED 





EXPERIENCED HARDWARE MAN, 41 
years of age, married, desires responsible Position 
with reliable retail concern. Thirteen years’ ex- 
perience all capacities retail business. Also 
twelve years on the road. Handled all classes 
general hardware, stoves and furnaces. Am 
clean-cut with good moral character. Reasonable 
salary expected. Preference Pennsylvania or 
Ohio. Best references. Address Box J-785, 
care of HARDWARE AGE, New York City. 


SALESMAN—Have 15 years’ experience in 
the Metropolitan District and on the road, sell- 
ing General Hardware Lines, preference being to 
represent Manufacturer or Jobber in the Metro- 
politan District; credentials. Address Box J-796, 
care of HARDWARE AGE, New York City. 








SALESMAN—For last six years I have been 
selling builders’ hardware, calling on all retail 
hardware dealers in Michigan. Am _ interested 
in a good selling proposition from a reputable 
hardware manufacturer. Address Box J-802, 
care of Harpware AcE, New York City. 


EXPERIENCED and reliable man desires 
several lines to sell to the retail and wholesale 
hardware trade and department stores of New 
England. Commission basis if desired. Address 
JOSEPH G. STEVENS, 440 Newbury St., 
Boston, Mass. 


YOUNG MAN, age 26, desires position with 
Metropolitan ardware and Housefurnishing 
wholesale concern. Five years’ experience in 
stock room work, also assistant buyer. Moderate 
salary. References furnished. Address J-791, 
care of Harpware AGE, New York City. 


POSITION WANTED—Hardware Clerk fully 
experienced in Retail Hardware, Housefurnishings 
and Paints; Christian; Single. Location desired, 
New York and vicinity. Age 34; Chauffeur’s 
license; references. Address Box J-797, care of 
Harvware AcE, New York City. 














RETAIL HARDWARE MAN with twenty 
years’ experience in both retail and wholesale 
hardware business, sporting goods, paint and 
household supplies. Forty years of age, sober 
and industrious. Capable of taking charge and 
handling men. Can furnish first class references. 
Free to go anywhere. Middle West or South 
preferred. Address Box J-603, care of Harp- 
WARE AGE, New York City. 





SALESMAN, middle-aged, married, reliable 
and of neat appearance, well acquainted with the 
Hardware, Furniture and Department Store trade 
in Illinois and Eastern Iowa, desires connection 
with reliable manufacturer or ‘large jobber. Have 
sold this trade for past eight years. Can furnish 
best of references and car for use on territory. 
Address Box J-781, care of Harpware AcE, New 
York City. 





POSITION WANTED by experienced hard- 
ware man, Age 32; married; three years’ retail 
experience; seven years traveling for one of 
the larger jobbers and two years for a large 
manufacturer. Prefer New York State territory. 
Excellent references. Address Box J-790, care 
of Harpware AGE, New York City. 





PACIFIC COAST SALESMAN wants to get 


lb . . 4 - § 
in touch with manufacturer desirous of enlarging 


his business on Coast. If desirable, can cover 
larger cities in the seven Western States. 40 
years of age, 20 years road experience. Bank 
and commercial references. Address Box J-798, 
care of Harpware Ace, New York City. 





MERCHANDISER—Store tested, budget 
taught, a college graduate, desires to connect with 
a company that believes in the business future. 
Now employed as department head for nationally- 
known company doing a volume business. Married. 
Age 40 years. Address Box J-804, care of 
HarpwareE AGE, New York City. 





ABILITY and PERSONALITY with EX- 
PERIENCE seeking permanent opportunity with 
manufacturer, jobber or large retailer in New 


England, New York or New Jersey. Long and 
broad experience, mostly wholesale hardware and 
paint, including pricing, accounting, office execu- 
tive, etc., also retail management and selling. 
Experience built around fundamental honesty, 
accuracy, dependability, adaptability and ingenu- 
ity. If you need a man to shoulder responsibility, 
communicate with the writer. Address Box J-805, 
care of HarpwAre AGE, New York City. 





WANTED—Connection with manufacturer of 
floor mops and polishes, selling to retail merchant. 
I am twenty-nine years of age with nine years’ 
experience selling to hardware, department and 
general stores. Am familiar with mops and 
polish, acquainted with the trade in western 
Pennsylvania and willing to work on straight 
commission. Address “A,” 6307 Penn. Avenue, 
Pittsburgh, Pa. 





I WANT A JOB selling for a _ reputable 
manufacturer. Have covered every territory, 
have sold through wholesalers and enjoy a wide 
acquaintance in the industry. Have specialized 
in cutlery and have been recognized as a capable 
merchandiser, promoting the sale of staple hard- 
ware and related specialties. Address WILLIAM 
J. DRESS, 35 Clark St., Brooklyn, N. Y. 





HARDWARE SALESMAN, 39 years old, 
headquarters at Kansas City, Mo., good sales 
record and wide acquaintance with the wholesale 
and retail hardware trade in Missouri, Kansas. 
Nebraska and the south western states would 
like connection with a manufacturer who wants 
real representation in above territory. Address 
J-803, care of Harpware Ace, New York City. 











TELL YOUR NEEDS TO THE WHOLE 
WORLD OF HARDWARE 


Secure a Position, Locate a Salesman or Representative, Hire 
an Employee, Choose a Partner, Sell a Business, Rent a Store, 
ot Profit to the Fullest by your share of Business Opportunities 


Make your wants known in the 
CLASSIFIED .ADVERTISING SECTION 


HARDWARE AGE 


of 
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The Mark of 
Sound Shovel Buying 


Dealers featuring the A-B-W line are placing 
themselves in the best possible position for secur- 
ing the profitable Spring shovel business. 

When you offer such brands as Genuine O. Ames, 
Red Edge, Monongah, Carter Knoxall, Bronco, 
Pony, etc.—it isn’t necessary to explain how good 
they are. 


AMES-BALDWIN-WYOMING SHOVEL CO. 
General Offices: Parkersburg, W. Va. 











A Handsome Shovel-Rack with an Order for Two Dozen 





fre 
<2 NOW IS THE TIME TO 
PUSH AND DISPLAY 


Everedy No. 150 Gear Top Capper 


Everedy No. 400 Syphon Filter. 


These two big sellers for the home bottling 
season now are being nationally advertised in 
Liberty and in newspapers in leading cities from 
coast to coast. Be sure you have them in stock. 
Order from your jobber. And write for free 
“Jumbo Ads” to display in your window and at- 
tract more business to your store. 


THE EVEREDY CO. 


FREDERICK MARYLAND 









PLYmMouTH Propucts 
eg BIG SELLERS 


COBBLER OUTFITS and Shoe 
Lasts and Stands are in big 
demand right now. Shoes are 
worn longer— men are “half- 
soling their own.” Display Ply- 
mouth Cobbler sets on your 
counter and in your window 
and watch them sell. Pl 
Products also include “Gem,” 
“Little Giant,” ‘Never Fail” 
and “R & H” Corn Shellers and 
“Rapid” and “Korn King” 
Grist Mills. Write for catalog 
and low prices. 





3 (GiREETIONs 
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SLAG MRM THE FATE-ROOT-HEATH CO. 


COBBLER acrainins 1822-1858 High 8t., 


Plymouth, Ohio 











DO YOU KNOW 


that aggressive hardware dealers 
are increasing their annual profits 
by selling the quality line of 












They Make Sales 


Our new small Style “C” Displays contain- 
ing one dozen window-front packets of 


Moore Push-Pins 


Moore Push-less Hangers 


speeded up profits for all dealers who showed 
them on counters or tables. Ask your Jobber to 
supply you today. 


MOORE PUSH-PIN CO. 
113-125 Berkley St. Philadelphia, Pa. 






Business all around— 


But the hardware trade must work harder to get it. 
The buyer of today is more resisting. 


The Bunting program contacts your trading area con- 
stantly, effectively and economically. 


Send for samples that show how progressive mer- 
chants apply the Bunting idea to improve conditions 
for themselves. a 


THE BUNTING SYSTEM 
NORTH CHICAGO, ILLINOIS 

















emco 


Brass Head Rustless 
Numeral Thumb Tacks 


For use on Windows, 
Screens, rm 
Doors, Furniture, 
Shelves, Bins, etc. 








to 75, 76 to 100. 
25 Numbers on each 
block, 12 blocks in 
a box, 12 boxes in a 
carton. Retail at 10¢ 
for 25 numbers. De- 
mand them from 
your jobber—if he 
cannot supply you 
write us. 


Robt. E. Miller, Inc. 
35 Pearl Street 














New York, N. Y. 


‘Stock and Profit with 


WIRE ~ “G&B” QUALITY Products 


Goops POULTRY NETTING 


\ 
STRAITLINE FENCING 
& #7 GALVANIZED HARDWARE CLOTH 
/ “PEARL” —COPPER 


QUALITY BRIGHT and ROMAN BRONZE 
Propucts 4 SCREEN WIRE CLOTH 


The Gilbert & Bennett Mfg. Co. 


Established 1818 America’s Oldest Woven Wire Pactory-Manufacturers 


WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gaug 
New York City Georgetewn, Conn. COhieageo Kansas City, Me. San Franeisee 














HARDWARE AGE 
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DEPRESSION 
BUSTER 


Here is a silent and persua- 
sive salesman that effective- 
ly displays the outstanding 
beauty of UNIVERSAL 
Appliances—a salesman that 
has proved a business getter. 








Will be sent free on request with _ NI 
orders for UNIVERSAL Appli- /[-\ 
ances totaling $150.00 or it will be & ce, \ 
billed at $3.75 (half its cost) with \3 fan 

an order for one dozen assorted \ 
UNIVERSAL appliances, the $3.75 
to be rebated when orders total 
$150.00. Available through all 
UNIVERSAL Jobbers. 




















It will be found profitable to utilize 
two of these displays, by merchants 
with large assortments of UNIVER- 
SAL Appliances, as they may be 


placed either side by side, against a 
wall, or back to back, in center of 
the tloor. 

| | LANDERS, FRARY & CLARK 


| New Britain - - - - - Connecticut 
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- KIDDIE KOOLER 


. WHIRLING FAIRY 


Sells at 50c is an opportunity which assures good 
profits and solves competition difficulties. 
Write for free electros and 200 cir- 
. <RESCENT culars covering these nine articles. 
Sells at 70c 


». PEORIA NOZZLE 


Sells at 50c 
If your jobber can- 
not supply you, send 
rence order to us giving name 
Sells at OOc 


. DIXIE NOZZLE 


. HANDY 





NINE ARTICLES 
for the INDEPENDENT 


@ When you carry these goods, the con- 
sumer can not say to-you that he can 
get the same thing from the Chain Store 
or Catalog House at a less price. Each 
item is different in some outstanding way 
from anything handled by these com- 
petitors, and it is easy for you to maintain 






















Sells at $1.75 


Sells at $1.40 your price and secure a just profit with- 
out the consumer making price compari- 
sons with inferior articles. 

JEWEL Each item is a proved seller, some of 

Sells at $1.00 them having been on the market for 


15 years. They are guaranteed as to 
quality of construction, and the  satis- 


FLARING ROSE factory service they will render. Here 


L. R. NELSON MFG. CO., Inc. 


Peoria, Illinois 


of jobber through 


whom we are to bill. 


Sells at 25c 


~ 


Sells at 35c 


JOBBERS 


HARDWARE AGE 


HARDWARE DEALER ONLY.... 
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